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Abstract  

Tourism has been identified as a leading economic activity in the European Union with 

substantial impact on socio-cultural-economic development, including employment generation, 

community pride, and identity building. With the launching of the political framework ‘Europe, 

the world’s No. 1 tourist destination’ (European Commission Communication, 2010), the 

tourism sector gained doubling recognition and is now thought to act as a powerful tool for 

promotion of the European identity and mutual tolerance. However, as a highly competitive 

industry with increasingly selective visitors and modern technologies, tourism must constantly 

innovate to meet rapidly changing demands and supply new visitor experiences. And if bigger 

European cities encounter constant workforce flow, adequate financing and creativity boom, 

the rural areas are left in greater necessity for tourism innovation. Thus, by recognizing the 

sustaining nature of tourism innovation as a socio-cultural-economic benefit generator for 

European historic towns and remote rural areas the author aims to identify the recommended 

innovative actions that could positively contribute to the peripheral development primarily in 

Europe. The case studies selected for this research are the regions of Saarland and the Upper 

Lusatia and Lower Silesia in Germany. Sharing the similar historical paths and geographical 

context at a border triangle, the areas of interest demonstrate two different models of rural 

economic diversification, where the concept of innovation in tourism is mainly perceived 

through the transformed services/products and marketing activities. Natural, cultural, and 

culinary assets were identified as the main tourism domains to proceed with for further 

comparison of the case studies selected, and hence developed into separate subchapters. A 

number of factors that hinder tourism innovation in the rural context were outlined. As an 

ultimate outcome, the general and practical recommendations are given to be applied in rural 

areas at a wider European context. 
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1. INTRODUCTION 

Tourism has been identified as a leading economic activity in the European Union with 

substantial impact on socio-cultural-economic development, including employment generation, 

community pride, and identity building. With the launching of the political framework ‘Europe, 

the world’s No. 1 tourist destination’, the tourism sector gained doubling recognition and is 

now thought to act as a powerful tool for promotion of the European identity and mutual 

tolerance (European Commission Communication, 2010). Many peripheral areas across Europe 

have shifted their economies towards tourism as an alternative development strategy for the 

region. Combined with the cultural assets as primary source of tourist attractions tourism could 

propel some regions to the next level and give it a new image. However, as a highly competitive 

industry with increasingly selective visitors, modern technologies and global economic 

restructuring tourism must constantly innovate to meet rapidly changing demands and supply 

new visitor experiences. 

Tourism own changing nature that reflects the best ‘shifts in tastes and preferences, 

technologies and politico-economic conditions’ is recognized by many authors (Hall and 

Williams, 2008). Despite a broad misconception that innovation can only emerge in market or 

business contexts this work clearly shows that beyond the traditional high-tech fields there is a 

wide range of economic areas that give rise to innovations, for example in network building, 

knowledge, quality of life and culture. Additionally, ‘case based studies of progress in rural 

areas emphasize that dense social and business relations enhance innovativeness as such and 

promote the depth of the innovations’ (Neumeier, 2011; cited from Hjalager, 2014). Thus, by 

recognizing the sustaining nature of tourism innovation as a socio-cultural-economic benefit 

generator for European historic towns and remote rural areas this work aims to identify the 

recommended innovative actions that could positively contribute to the rural development on a 

larger scale.  

It is from this point where this research starts, taking a holistic look from 

geographical/historical context to tourism product development and marketing strategies at the 

areas of Saarland and the Upper Lusatia and Lower Silesia region. 

 

1.1 Research Problem, Question and Objective 

As a response to severe competition, increasingly selective visitors and modern 

technologies, innovation in tourism is seen as salvation by many tourism practitioners. By 

recognizing the sustaining nature of tourism innovation as a socio-cultural-economic benefit 
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generator for European historic towns and remote rural areas the aim of this Master Thesis is to 

identify the recommended innovative actions that could positively contribute to the rural 

development primarily in Europe on a larger scale. Tourism innovation is hence approached 

via notions of product development and marketing strategies. As case studies, the areas of 

Saarland and the ULLS region have been selected. A number of comparison criteria (cultural, 

natural, and culinary dimensions) has been elaborated so as to proceed with for further analysis. 

Experts’ views and opinions were used as additional useful source of information. By doing so, 

the main aspects outlined primarily for each case study were given a chance to be discussed 

from the direct point of a culture/tourism practitioner. Despite both regions are located at a 

border triangle, share similar historical paths and economic shift from manufacturing to service 

sector, they are relatively different regarding the individual context they are located in that 

enabled the author to assess each rural area in a more critical way.  

Ultimately, the combination of holistic case-study evidence with experts’ opinions 

helped the author to enhance the knowledge base for the later recommendations and conclusion.  

The work will be guided by the following questions:   

- What are the recommended innovative actions in tourism in the rural areas, so as the 

latter get to generate a wide range of socio-cultural and economic benefits? 

- What is tourism innovation?  

- What hinders tourism innovation in the rural context? 

 

1.2 Methodology  

The present study has employed both theoretical and empirical approaches. The 

theoretical approach was primarily based on the analysis of project proposals, books, online 

portals, EU documentation, online magazine articles and tourism strategies of examined areas. 

With regard to the latter the statistical data on Saarland and Saxony, specifically the ULLS 

region prepared by Sparkasse Tourism Barometer and dwif-Consulting was of assistance. Due 

to the nature of the research question and revealed technological improvements going hand in 

hand with the notion of innovation, the author has also tested a number of apps and online 

platforms to experience their novelty and quality first-hand. In the process of the research, the 

documentation issued by TZS and MGO, in particular its marketing plans, tourism figures, press 

releases and product descriptions has been actively used. The conceptual basis for this study 

was formed by the works of Hjalager, Hall and Williams, Weiermair, Timothy, du Cros and 

McKercher, Kozak and Baloglu and publications prepared by UNWTO and ETC. The empirical 
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data was mainly obtained through the two-case studies. The criteria for identified case studies 

to compare were based on a synthesis of existed typologies (Howard, Smith et al.) and product 

lines available at both destinations. Additionally, expert’s views and opinions were employed. 

The information was primarily gathered during the ITB1 during March 8-12, 2017 in Berlin and 

had supportive role rather than served as a primary source of evidence. Finally, various printing 

materials such as travel brochures, product leaflets, and maps were collected during the ITB. 

The obtained materials have contributed significantly to the current study and allowed the 

author to assess the marketing activities presented in both regions to a certain extent.   

 

2. THEORETICAL APPROACH 

 The following subchapters present the theoretical background of this study. The main 

themes and concepts that were used in the course of the research will be addressed. Firstly, the 

phenomenon of tourism innovation and its complex nature are discussed. Secondly, a 

conceptual framework suggested by Hjalager for various types of innovation and used as a basis 

for further categorization during the research is demonstrated. Based on it, more attention is 

further given to the product development and marketing as the most frequently occurred 

innovations in the tourism sector. A separate chapter covers the role of the state it plays with 

regard to innovation policies. Few dimensions of its direct and indirect influence are specified. 

As guided by the research question the preference is given to the rural development with the 

primary focus on Germany. Consequently, some statistical data based on OECD analysis is 

provided for creating a cohesive profile of the country and the current economic situation in its 

peripheral areas. 

 

2.1 Conceptualizing tourism innovation  

Even though it is widely acknowledged that tourism is an extremely competitive 

industry and thus it needs to generate new solutions and products more frequently, the notion 

of the innovation with regard to this industry is still poorly addressed in the academic circles. 

The reason might lie in the complexity of both terms that constitute such a phenomenon as 

tourism innovation. Firstly, tourism in its very nature is regarded as a complex system that 

requires a multidisciplinary approach to embrace it entirely. Secondly, the impact of innovative 

actions and measures on travel destinations and national economies is not systemized to the 

                                                           
1 ITB (Internationale Tourismus-Börse Berlin) is the largest travel and tourism trade fair in the world that 

takes place annually in Berlin 
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fullest extent yet, therefore the agenda for more significant empirical evidence is urgently 

needed. There is a great variety of definitions of innovation itself that only complicates the 

understanding of innovative approach or practice in application to the tourism field and leaves 

the concept to remain elusive. In this way, Schumpeter saw the innovation through the prism 

of newness that should be directly linked to the competitiveness of the enterprise along with the 

economic profitability. Later Kanter has defined innovation as any new idea that tends to solve 

the problem and hence bring a solid solution along; ‘innovation is the generation, acceptance, 

and implementation of new ideas, processes, products or services; acceptance and 

implementation are central to this definition; it involves the capacity to change and adapt’ 

(Kanter, 1983; cited from Hall and Williams, 2008). Just as Chan, Schumpeter considered three 

types of innovation: a) incremental b) distinctive and c) breakthrough (Schumpeter, 1934 

(2008)). All these three types however have been traced primarily in the manufacturing sector 

as it could be evidenced in general within the innovation discourse. As stated by Hall and 

Williams ‘the services are intangibles that involve considerable interaction with customers, and 

there are unique aspects of service delivery’ that reduces their capacity for change and thus 

mainly distinguishes it from the manufacturing sector (Hall and Williams, 2008). Another 

critical point of interest is the category of innovation. Although there are multiple 

categorizations and frameworks, the author is in favour of the one suggested by Hjalager that 

has perfectly summarized the approaches put forward by Schumpeter and Weiermair. 

According to Hjalager the main body of the innovation categorization is constituted from 

product, process, organizational/managerial and market innovations (Hjalager, 2009).  

 

Innovation category              Definition 

Product or service innovations  - refer to changes directly observed by the 

customer and regarded as new; either in the 

sense of never seen before, or new to the 

particular enterprise or destination; 

Process innovations - refer to backstage initiatives which aim at 

escalating efficiency, productivity and flow; 

Managerial (organizational) 

innovations 

- refer to new ways of organizing internal 

collaboration, directing and empowering 

staff, building careers and compensating 

work with pay and benefits;  
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Management (marketing) 

innovations 

- refer to new market segments of customers 

along with redirecting existing messages and 

strengthening brands (co-production of 

brands among others) 

Table 1. Categories of innovation (source: adapted from ‘A review of innovation research in tourism’, 

2009) 

 

In general, there is a constant close interconnectedness among those categories 

observed. All five innovations function as a trigger relative to each other. Hence, investing into 

technology might result into enhancement and improvement of services offered, whereas it 

could also affect the way the marketing activities were undertaken.  

As Hall and Williams define (ibid.) there are four particular features of innovation that 

are common for both tourism industry and for the broader service sector in general (Figure 1). 

However, these four types are not always distinct to the same extent, rather they have tendency 

to change and be combined in different ways. There is also a number of forces that drive the 

tourism innovation. Although different authors (Schumpeter, Hall & Williams, Coombs, 

Mowery, Walsh, etc.) recognize various factors that initiate the innovation, the author is of 

opinion that this phenomenon should be first of all understood through broader economic, 

politic, and cultural contexts that undeniably influence over the scope of time and space. Yet it 

could be equally applied to demand, competition, technology, economic performance, firm-

level strategy & resources, individual entrepreneurship, and the role of the state. Particular 

attention should be given to the role the tourist plays in the innovation context; i.e. the tourist 

as an innovator and at the same time as a source of knowledge used by other agents like tourism 

firms and companies to generate the innovation. No one else as a tourist himself is aware of his 

own needs and desires when referring to the tourism consumption. In this sense, tourists are 

seen as ‘dynamic social actors, interpreting and embodying experience, whilst also creating 

meaning and new realities through their actions’ (Selby, 2004; cited from Hall and Williams, 

2008). Tourists are also regarded as a primary source of knowledge and knowledge lies in the 

heart of any innovation, to be more specific any innovation is the process of using new forms 

of knowledge. Therefore, it is of critical importance in the tourism sector to capture and analyze 

the tacit knowledge that any tourist possesses. As stated by Poon, 1993 ‘tourists’ collective 

experience is a source of tremendous wealth; their collective desires are a source of tremendous 

information for those seeking to satisfy them’ (Hall and Williams, 2008). Thus, the recent boom 

of ecotourism-related products could be regarded as a direct response of tourism companies to 

the growing popularity of environmental activism and overall climate concern among the 
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tourists. It is also fairly important to list some of the factors that might inhibit the innovation, 

namely:  

- resistance from elites as innovation may be viewed as disturbing the status quo 

- resistance to change – failures of courage and imagination  

- pervading sense of comfort and conservatism 

- lack of courage by government representatives faced by opposition from officials, or 

fear of electoral consequences 

- pressure on chief executives to take the short-term view 

- rigidity of hierarchical structures 

(after Carayannis and Gonzalez, 2003; cited from Hall and Williams, 2008). 

 

Figure 1. Distinctive features of tourism and the shaping of tourism innovation 

Source: Tourism and Innovation, 2008 

 

 As it could be seen, there were numerous attempts undertaken by researchers to build a 

structured and patterned landscape that constitutes innovation, however, there is no ultimate 

answer to the question ‘how much the tourism sector is actually innovating?’ up to the present 

as noted by Hjalager. If there is solid research tradition in field of technology innovation 

observed, the tourism innovation is still underrepresented in this ‘mainstream trajectory’. In 

particular, there is quite a remarkable gap in consistency of definitions and measurement of 

INNOVATION
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degree of innovation that hampers to some extent the empirical evidence while delivering any 

theoretical justification. 

2.2 Tourism innovation and the state 

‘Government is not the solution to our problem; government is the problem’ 

Ronald Reagan, American politician and 40th President of the USA 

 

The given statement probably most accurately sets the scene for the role of the state. 

With its two-fold nature the state is usually expected to act as an enabler of policies that would 

positively affect the society. However, relatively often things act in a perverse way. Due to 

highly bureaucratic decision-making, delays in project cash flows, risk sharing, etc. desirable 

policies are hardly pushed forward or issued at all. Nevertheless, Hall and Williams note that 

‘the government involvement in innovation is important as it underlies a number of activities 

within systems of innovation that act to reduce the levels of uncertainty felt by private actors, 

particularly with respect to innovation in new fields’ (Hall and Williams, 2008). The potential 

circles of state’s influence on tourism innovation could be seen in Table 2 (ibid.): 

 

Role  Examples 

Coordination New forms of government institutions may be developed so 

as to provide improved knowledge transfer between public, 

private and non-government sectors. These are often 

described under the umbrella term of public-private 

partnerships; 

Planning  New forms of planning philosophies and practices may be 

adopted. An example is the development of the stakeholder-

oriented planning approaches so as to provide for improved 

problem solving;  

Legislation and regulation  Implementing new regulatory regimes that may reduce costs 

to industry or may provide new forms of regulatory protection 

for tourism resources. For example, regulation may support 

the development of carbon trading schemes for the transport 

sector;  

Entrepreneur  State-sponsored development of new infrastructure, such as 

stadia or transport routes. Such developments may sometimes 

involve state ownership or may take the form of direct grants; 

Stimulation  New forms of intervention in order to develop tourism such 

as supporting knowledge transfer to the tourism industry and 
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workforce, the development of tourism clusters and networks, 

or direct funding schemes such as tax incentives or the 

provision of cheap land. A number of European Union 

regional development schemes seek to stimulate tourism both 

directly and indirectly by developing new networks in order 

to leverage intellectual capital for peripheral areas; 

Promotion  New marketing campaigns, branding strategies, target 

markets or the use of new distribution channels; 

Social tourism  Although not as significant a role of the state as is it once was, 

the provision of tourism opportunities for disadvantaged 

groups in society is itself innovative in some jurisdictions; 

Interest protection The state may find new means of providing equity in tourism 

related policy and decision-making; 

Table 2. Innovative dimensions of the state’s roles in tourism (source: adapted from ‘Tourism and 

innovation’, 2008) 

 

This influence might be expanded, once more regulatory or political practices are 

considered. Thus, within the European Union the actions towards tourism innovation could be 

positively affected by numerous actors involved. As opposed to the nation-state alone, the 

activities could be supported by multiple organizations of various levels from regional to 

international. For instance, enhanced financial support received by a single state through its 

involvement into EU-funded regional innovation strategies like InterReg projects, LEADER 

initiatives, etc. On a national level, Hall and Williams (ibid) emphasize a number of local, 

regional, and national actors, resources, and institutions, whose common efforts contribute to 

the overall the national innovation system. To name a few:  

- natural capital 

- financial system 

- infrastructure  

- cultural and social capital 

- firm  

- human capital  

- education 

- universities, and R&D (research and development) institutions; 

However, despite its supposed employment and economic significance, tourism is often 

neglected as a target sector in the national innovation policy. If the importance of tourism is 

indeed acknowledged, it is usually/mostly only related to market and/or product innovation. 
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2.3 Tourism and rural development 

 The focus of this research is concentrated on the impact the tourism innovation has on 

rural areas. Hence, it is necessary to define what ‘rural area’ means and what challenges it 

might face in its development. As there is no common agreement on what is considered to be 

rural, the notion has to be defined with regard to its use. Special attention to be given to the 

spatial scale, whether ‘rural’ is examined in relation to the local, regional, national, 

supranational, or even international level. Furthermore, it is of importance to show the 

predominant peculiarities common for the German rural areas and the mechanisms of how 

tourism is performed there. The major tourism actions as a measure to diversify the rural 

economy and hence to maintain the lagging areas to be considered. In such wise, this subchapter 

will cover all the ‘rural’-related aspects within the German national context applied in the 

course of the research. 

 The first classification of ‘rural’ was suggested by Cloke in 1977, who categorized 

England and Wales as working cases into four categories: a) extreme rural b) intermediate rural 

c) intermediate non-rural and d) extreme non-rural along with the urban areas. The main criteria 

for diversification of areas was based on statistics (Cloke, 1976 (2007)). It served as a point of 

departure for further classification introduced later by Eurostat (Classification of Territorial 

Units for Statistics or NUTS from French as Nomenclature des unites territoriales statistiques) 

and OECD. Thus, the latter divides the regions across the European Union on a) predominantly 

rural b) intermediate and c) predominantly urban. According to its statistical report, Germany 

is considered predominantly rural with 59% of the surface area, 21% of GDP and 27% of the 

population accounted for as rural areas (OECD, 2007). However, there are indispensable 

interactions between rural and neighboring urban areas that could be chiefly reflected in the 

shared health services and capital, movement of goods and working population. According to 

the same statistical report, about 45% of rural residents live within half an hour by car from a 

bigger agglomeration or urbanized area. Population growth across all the German rural areas 

varies greatly. Thus, Eastern states undergo heavy demographic changes such as declining birth 

rate, ageing population, and intense migration, primarily of young women in the age group of 

18-25. The striking difference between the West and East could be also observed in terms of 

GDP. It is mainly explained by lower employability in Eastern states, lower integration with 

neighboring European countries and resulting lower cross-border commuting level along with 

shared market possibilities. As general tendency, rural areas lack high-skilled workers. To note, 
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agriculture plays a declining role if at all in rural areas. An economic dynamism has been 

noticed in several rural zones, f.e. new firms were started, out of 20 ranked districts 7 were 

spotted in the West, while only one in the East Germany as of 2004. Among main potential 

activities for revitalization of rural areas and expected economic boom, renewable energy, 

ecological tourism, and promotion of farm produce are designated among others (OECD, 2007).  

Tourism remains a powerful tool for supporting or initiating development in structurally 

weak peripheral areas across Europe. Although, it is critical to remember that the success of 

tourism is primarily dependent on the local conditions given. Hence, constant improvements 

and new ways of thinking to be performed and preferably at three different levels, i.e. local, 

regional, and European. In such wise, innovative, place-based programmes like LEADER (to 

be mentioned further in detail in 4.3) or Regionen Aktiv are illustrative. By satisfying a demand 

for innovation and participation they show the positive outcomes in modeling vital and 

energetic peripheral areas. It is important to note, that development in this thesis is not given a 

purely economic meaning, rather it could be regarded as community economic development 

that presents ‘a much more holistic means of pursuing community betterment’ (Winchell et al., 

2010). Tourism also acts as a catalyst for generating entrepreneurship in rural areas, while 

building unique opportunities that were not taken into account by locals before. It creates direct 

employment, i.e. where employees work vis-a-vis with the tourists or indirectly in different 

sectors of tourism (Table 3): 

 

Establishment type  Job type 

Ancient monument/ruins Groundskeepers, cashiers, ticket vendors, site managers, 

security guards, interpreters, archeologists, historians, 

wardens/rangers 

Cultural festivals Planners and organizers, vendors, cashiers, custodians, 

performers, set-up and take-down staffers, first-aid 

personnel, lighting specialists 

Museums  Managers, assistant managers, interpreters, custodians, shop 

managers, museum and shop cashiers, historians, staff 

scientists 

Historic theme 

parks/folklife museums  

Gardeners, groundkeepers, animal caretakers, actors, 

interpreters, maintenance staffers, managers, cashiers, first 

aid personnel, security guards 
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Heritage railways  Train conductors, engineers, ticket agents, food and drink 

servers, housekeepers, maintenance crews 

Religious sites Custodians, groundskeepers, clergy, donation desk workers, 

philanthropic organization representatives 

Historic hotels Front desk clerk, housekeepers, cooks, serving staff, 

groundskeepers, managers, reservation agents, security 

staff, human resource managers  

Table 3. Examples of direct employment jobs in tourism-related sectors (source: adapted from ‘Cultural 

heritage and tourism’, 2011) 

 

Despite numerous advantages, reality presents the contrary. According to Müller 

(Müller and Jansson, 2007), there is a number of factors that could negatively affect the tourism 

development in the rural context, and namely:  

a) lack of local control over decision-making b) weak internal economic linkages and 

information flows c) geographical remoteness from markets and poor infrastructure d) aging 

societies with decreasing population figures e) lack of innovation and human capital;  

 This thesis cannot address all the aspects outlined, however it is important to keep in 

mind those above, while approaching rural development through tourism innovation. As stated 

by Hall and Williams (Hall and Williams, 2008), ‘tourism innovation is not the preserve of elite 

places and elite individuals’, hence suggesting the inclusive nature of tourism innovation and 

ability/necessity of rural areas to innovate, too. 

 

2.4 Developing tourism products 

Within the tourism sector enhancement of service quality is the most commonly 

encountered innovation. Organizational innovations are more decisive when compared to the 

manufacturing sector. Although most enterprises mainly rely on product and marketing 

innovations (Tether, 2002; cited from Hall and Williams, 2008). Hence, the author focuses the 

research on these two innovation categories in particular. However, to understand the 

mechanism of how the product innovation works, it is first necessary to identify a ‘product’. 

Due to the complex nature of tourism sector, its product is no easier to define as it ‘involves 

elements of service, hospitality, free choice, consumer involvement, and consumption of 

experiences that must be actualized in some way’ (Hsu et al. 2008; cited from Du Cros and 

McKercher, 2015). Yet according to the marketing theory a product is ‘anything that can be 

offered to a market for attention, acquisition, use or consumption that might satisfy a need or 

want’ (Kotler and Turner, 1989; cited from Du Cros and McKercher, 2015). Interestingly, 



 
15 

 

product development is a priori equaled to innovation according to UNWTO and ETC in its 

Handbook on Tourism Product Development (see below). 

 

Figure 2. Product Development  

 

 

 

 

 

 

 

 

 

 

 

 

Source: Handbook on Tourism Product Development, 2011 

 

Conceptually the product could be presented as having three dimensions: core, tangible, 

and augmented (Figure 2) (ibid):  

 

Figure 3. Three dimensions of a product 

Source: Cultural tourism, 2015  
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With this regard, a core product sets the pace of entire product development process for 

it defines the target consumer and the needs it will ultimately satisfy. A tangible product speaks 

for itself, it is the physical exposure of a core product. And finally, an augmented product bears 

the additional value. It is essential to guarantee the balanced usage of all three at the same time. 

However, some authors note that there is no consistent production process. For instance, Smith 

in the Encyclopedia of Tourism parallels a product to a tourist experience, whereas Moscardo 

emphasizes the nature of interaction between the tourist product and tourist experience (cited 

from Paschinger, 2007). The author agrees with putting the needs of the customer at the 

forefront and is of the opinion to consider wider context when referring to tourism product 

development. In particular, a) legislative and political context b) cultural and heritage assets c) 

tourism activity at the destination (Du Cros and McKercher, 2015). At this point, it is helpful 

to address the factors leading to innovative products provided by Kozak and Baloglu (Kozak 

and Baloglu, 2011) (Table 4): 

 

Factors  Consequences 

Technological 

change 

Can induce innovativeness and create the opportunity to achieve 

competitive advantage. In tourism, when the industry shifted from 

mechanical to electronic technology, the opportunity was created 

for such destinations as Las Vegas, Dubai and Paris to take the 

leadership. 

New or shifting 

buyer needs 

Can create competitive advantage if the destination moves faster 

than competitors or if competitors fail to respond to the opportunity. 

When consumers around the world begin to favour convenience and 

consistency in the food industry, destinations offering traditional 

local restaurants may fail to respond effectively (e.g. France, Italy, 

India, Japan etc.). 

The emergence or 

observance of a new 

market segment  

Can be a source of competitive advantage, although this may not 

always require producing new products. Modifications to existing 

products may be sufficient to reach these new segments. 

Mediterranean destinations revising their current products such as 

new facilities and green areas can be given as an example.  

Shifts in the cost or 

availability of factors 

of production  

Can create competitive advantage for a destination if it moves faster 

than its competitors in optimizing its systems and resources based 

on the new conditions. For example, when relative wage levels rose 

in leading destinations, the developing destinations enjoyed 
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competitive advantage due to their relatively lower costs of labor 

(e.g. China, Thailand, Turkey).   

Sudden changes in 

government 

regulations  

Those involving product standards, environmental controls or trade 

barriers can create the opportunity for competitive advantage if the 

destination has the flexibility to quickly adapt to the new conditions 

and induce innovation (e.g. members of EU). 

Changes in 

managerial styles 

Can create competitive advantage by developing collaboration and 

networks among multi-level organizations taking place within the 

management and marketing of destinations (e.g. local tourism 

businesses, local governments, local Chambers of Commerce and 

research institutions).  

Table 4. Common factors leading to innovative products (source: adapted from ‘Managing and 

Marketing Tourist Destinations’,2011) 

 

It is therefore essential to define the tourism flows and destination’s place at the market, 

to assess the local infrastructure and services available on-site prior to innovating new viable 

products, cultural, culinary, natural or otherwise. This is why the case studies will be presented 

with a holistic overview to provide the historical and political contexts (which control how 

tourism products can develop) as well as the current market situation (which helps direct 

innovation). This will provide a coherent picture of the areas that were discerned as a fertile 

ground for innovation and hence allow the author to arrive at sound conclusions. 

 

2.5 Marketing strategies  

The role of marketing is essential whether it refers to the individual attraction or entire 

destination. In tourism, its impact is even more visible. In tourism the tourist, i.e. consumer, is 

‘remote’ from the destination they seek to visit and hence the initial decision is built on 

marketing and promotion available. As noted by UNWTO and ETC, ‘once developed, the 

products have to be brought to the attention of the market and presented in a way that stimulates 

interest, desire and action to purchase’ (UNWTO and ETC, 2011). Therefore, marketing should 

not be neglected as it is essential to satisfying the changing needs and expectations of tourists. 

If it isn't given enough attention, reduced tourism flows may ensue due to a poor reputation that 

results from inadequate marketing. A customer might switch to other destinations if they do not 

feel content about it, too. Interestingly, marketing is seen by many only in terms of sales. 

However, Kotler and Armstrong (2003) define it as ‘a social and managerial process by which 

individuals and groups obtain what they need and want through creating and exchanging 

products and value with others’ (cited from Du Cros and McKercher, 2015). From such 
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perspective marketing should be planned accordingly within the overall management plan. 

Hence, it should understand the current situation, clearly set a desired future, and offer the ways 

of getting there. It should manage demand and communicate the right messages to right target 

groups. Marketing with regard to innovation could be considered as ‘new ways to reach the 

market, or changed methods of managing or communicating in or beyond organizations’ 

(Hjalager, 2014).  

As noted by Aaker (1995) the final goal of marketing is to single out those attributes of 

an organization that grant it a ‘sustainable competitive advantage’ in the marketplace. The latter 

one could be defined as ‘a real competitive advantage that is sustainable over time in the face 

of competitor reaction’ (cited from Du Cros and McKercher, 2015). In order to track the process 

of marketing implementation, many authors suggest using the communication mix. Thus, 

Timothy defines it as ‘variables that can be manipulated to achieve the stated goal’. The original 

‘mix’ includes four Ps, i.e. product, price, place, and promotion. However, nowadays seven 

P’s (additionally packaging, people, and positioning) mix is more frequently distinguished. All 

seven variables are defined below: 

Product: range of objects/activities/offerings/experiences available for the tourist at the 

destination/site;  

Price: All financial matters related to the destination/site; 

Place: Physical location of the destination/site;   

Promotion: All the ways possible (including promotional media, advertising, and direct 

marketing activities) to inform the outer world about the product present at the destination/site; 

Packaging: The way in which the product is delivered to the tourist at the 

destination/site;  

People: Consumers, service providers, and intermediaries; 

Positioning: Visitor’s (both existing and potential) perceptions about the destination/site 

and its relation to other comparable attractions; 

Thus, tourism firms and companies can use this enhanced model to set clear objectives, 

create a cohesive business plan and evaluate existing conditions in more critical way. 

Within the constantly changing nature of tourism requiring innovation, the product 

portfolios are constantly challenged to stay unique and responsive to the market fluctuations. It 

is essential to meet those requirements in order to keep both the destination and product in 

demand. There are numerous analytical tools and strategies to achieve it. However, the most 

appropriate tool while applying the innovative prism might be the matrix designed by Ansoff 
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(1987) (Figure 4) (UNWTO and ETC). This tool helps the destination to better focus its product 

development along with marketing strategies, hence to clarify its strategic options. It is 

dependent on destinations given conditions whether to play with the old product at new/existing 

market or to introduce a new product to a new/existing market. As it will be shown further in 

this work both strategies imply a positive effect on the destination selected. 

 

Figure 4. Ansoff matrix 

 Source: Handbook on Tourism Product Development, 2011 

 

3. METHODOLOGY 

3.1 Overview of Methodology 

The aim of this chapter is to introduce the reader to the methodological path taken by 

the author in the course of the research conducted. While addressing the main research question 

along with two sub-questions, this thesis has primarily employed the qualitative research 

approach. Hence, a two-case study method and expert opinions that served as additional 

information rather than a major source of empirical data were applied. Additionally, an 

enhanced analysis of literature on discussed themes was conducted, and a number of concepts 

and categorizations were scrutinized. The author has used some visual and audio materials, too. 

According to Carson (Carson et al., 2001) the qualitative research methodology applies 

a deep interpretative philosophy, hence it gives more extensive insights to the phenomena or 

situations examined. This is particularly true when applied to both case studies of Saarland and 

the ULLS region. In this instance, the quantitative data alone would not be able to produce the 

same amount of information.  

That said, the following subchapter is dedicated to the main methods used for data 

collection in the course of the present research explaining its feasibility and analysis process. 
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3.2 Methods for Data Collection  

The present study has employed both theoretical and empirical approaches. The 

theoretical approach was primarily based on the analysis of project proposals, books, online 

portals, EU documentation, online magazine articles (FOCUS, Spiegel, Lausitz Branchen, 

Lausitzer Rundschau, Mitteldeutscher Rundfunk Sachsen, Das Polen Magazin, Saarbrücker 

Zeitung) and tourism strategies of examined areas. With regard to the latter the statistical data 

on Saarland and Saxony, specifically the ULLS region prepared by Sparkasse Tourism 

Barometer and dwif-Consulting2 was of assistance. Due to the nature of the research question 

and revealed technological improvements going hand in hand with the notion of innovation, the 

author has also tested a number of apps and online platforms to experience their novelty and 

quality first-hand. In the process of the research, the documentation issued by TZS and MGO, 

in particular its marketing plans, tourism figures, press releases and product descriptions has 

been actively used. In general, the literature reviewed has covered a number of topics, mainly 

tourism innovation and hence product development and marketing within tourism context; the 

themes of rurality and the role of the state in governing the innovation policies were addressed. 

The conceptual basis for this study was formed by the works of Hjalager, Hall and Williams, 

Weiermair, Timothy, du Cros and McKercher, Kozak and Baloglu and publications prepared 

by UNWTO and ETC. Innovation categorization suggested by Hjalager was taken as a basis in 

further analysis of tourism innovations, whereas the dimensions of potential state’s influence 

on tourism innovation specified by Hall and Williams have provided additional aspects to 

consider during the analysis of both case studies.  

As a first phase of data gathering the author has conducted a consultation session with 

Thomas Feil, one of the employees of dwif-Consulting in Berlin in January 2017. He has 

provided valuable insights about the Upper Lusatia region, especially on the areas of Görlitz 

and Bautzen. Additionally, the innovative pilot project ‘The destination as a stage: how does 

cultural tourism make rural regions successful?’ has been intensively discussed that provided 

the initial steps in conducting the present research. The empirical data was mainly obtained 

through the two-case studies. As Yin states, primarily the case study method helps to 

‘understand complex social phenomena, especially when the boundaries between phenomenon 

and context are not clearly evident’ that is true when addressing the phenomenon of tourism 

innovation. The criteria for identified case studies to compare were based on a synthesis of 

                                                           
2 dwif-Consulting GmbH is a Berlin-based consulting firm that provides consulting in field of tourism and 

leisure in Germany 
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existed typologies (Howard, Smith et al.) and product lines available at both destinations. Due 

to the insufficiency of illustrative examples revealed during the analysis of the second case 

study, the natural, cultural, and culinary categories were identified as the main domains to 

proceed with for further comparison of the case studies selected, and hence developed into 

separate subchapters. This to be explained in more detail in the following subchapter. 

Additionally, expert’s views and opinions were employed, too. To accomplish the latter, 

the author has visited the ITB. The event took place five days at the Messe Complex during 

March 8-12, 2017 in Berlin. During these five days, the author had a chance to schedule the 

appointments with the representatives of tourism bodies from Saarland, Görlitz, Bautzen, and 

Wroclaw. Two interviews, each of which contained six questions, were conducted during the 

ITB, whereas the other two were received as a Q&A form via personal communication (see 

Appendix). The latter stemmed from the inability of experts to conduct the interview during the 

actual trade fair despite their genuine interest in the topic examined. Each of respondents had 

been provided with an outline prior to the interview so as to guarantee the value of the answers. 

The aim of those interviews was mainly to provide the supportive information rather than to 

serve as a primary source of evidence. Hence, they are not accentuated into a separate 

subchapter; however, their value within the scope of the outlined research question was 

unquestionable. Finally, various printing materials such as travel brochures, product leaflets, 

and maps were collected during the ITB. The obtained materials have contributed significantly 

to the current study and allowed the author to assess the marketing activities presented in both 

regions to a certain extent. 

 

3.3 Case Study Selection 

A selection of a case study for the present research was immediately identified as the 

most suitable method while addressing a phenomenon such as tourism innovation. Since 

tourism innovation is interpreted by many researchers as rather complex phenomenon, deeper 

contextual analysis within the real-life context was needed. Thus, Yin notes that primarily the 

case study method helps to ‘understand complex social phenomena, especially when the 

boundaries between phenomenon and context are not clearly evident’ as opposed to the 

experiment, survey or history (Yin, 2012). Besides, the case studies do aim at analytical 

generalization as if they were an experiment (ibid).  

Furthermore, the need for the case study method could be determined by the kind of 

research question that a study is trying to address. In this regard, the appropriateness of this 
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method is more than pertinent, since the overall study addresses a descriptive question: ‘What 

are recommended innovative actions in tourism in the rural areas so that the latter get to 

generate a wide range of socio-cultural and economic benefits?’ Hence, the use of this 

particular method proved to be the most rational as it could cover both a phenomenon of tourism 

innovation and the context within which it was occurring.  

The case study approach to a study enabled the author to capture the experiences and 

outcomes that could not be really obtained or tested with other methods. In such manner, the 

region of Saarland with its peripheral areas was chosen as a main entity of analysis as it reveals 

some distinctive features constituting innovative concepts, unique tourism products, and 

outstanding marketing strategies that could be associated with some gainful effects (a successful 

launch of the app, issue of a Saarland Card (first of its kind in entire Germany), various prizes 

at the different industry events and trade fairs, etc.). As Merriam suggests, such outcomes could 

be learned only from a particular case and can be transferred to other similar situations, too 

(Merriam and Associates, 2002). Thus, in combination with another case study a synergy of 

positive conclusions is highly possible as in the case studies of Saarland and the region of Upper 

Lusatia and Lower Silesia. 

 

3.4 Development of Comparison Criteria 

This chapter provides information on the criteria chosen for the comparison of both case 

studies along with the justification of their selection. Bearing in mind that most tourism 

phenomena are related either to culture or nature, it is pertinent to approach it via the collective 

notion of heritage as it encompasses both tenets. Since heritage is multi-faceted and – ranging 

from historic buildings to local traditions – there were innumerable attempts in academic circles 

to categorize its different manifestations, both tangible and intangible. 

Figure 5. Heritage typology by Peter Howard 

 

For instance, Peter Howard makes 

an attempt to comprehend ‘all the things that 

people consider heritage’ in the following 

scheme (Howard, 2010) (Figure 5).  

 

 

 

Source: The rise of heritage, 2010  



 
23 

 

Meanwhile, Smith, MacLeod and Robertson (Smith et al., 2010) differentiate among 

the following attractions: 

- built heritage attractions, such as monuments, historic buildings, architecture, 

archeological sites 

- natural heritage attractions, such as national parks, landscapes, coastlines or caves 

- religious heritage attractions, such as churches, cathedrals, temples, mosques, 

synagogues, as well as pilgrimage routes and cities  

- industrial heritage attractions, such as mines, factories, industrial landscapes 

- literary heritage attractions, such as the house or home towns of famous writers 

- artistic heritage attractions, such as the landscapes and environments which inspired 

artists 

- cultural heritage attractions, such as traditional festivals, events, dance or folk 

museums;   

The criteria for identified case studies to compare were primarily based on the 

composite of both typologies suggested. Furthermore, the existing product lines distinguished 

during the empirical data collection have been taken into account. More specifically, a vast 

tourism product portfolio has been identified by the author through visiting target stands at the 

ITB Berlin 2017 and via personal communication with the experts. Hence, the final list of 

criteria presents a synthesis of available and acquired data. The author thus was able to develop 

the following categorization: 

a) culture and heritage  

b) nature and sports  

c) health and wellness  

d) culinary tourism  

e) events   

 Due to the insufficiency of illustrative examples revealed during the analysis of the 

second case study, the natural, cultural, and culinary categories were identified as the main 

domains to proceed with for further comparison of the case studies selected, and hence 

developed into separate subchapters. At this point it is important to note that the deficiencies 

revealed became the main answers to the research sub-question ‘what hinders tourism 

innovation in the rural context?’ It hence led to the more constructive, and critical, conclusions 

on recommended innovative actions in tourism at the rural areas which will allow these areas 

to generate a wide range of socio-cultural and economic benefits.  
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4. CASE STUDY SAARLAND 

The first case study is concerned with the region of Saarland that is one of the sixteen 

federal states of Germany, located on the border with France and Luxembourg. The reasoning 

behind including this region in the case study analysis is to allow first of all the perspective on 

development of a similar area with similar assets, i.e. set in a Western context. Furthermore, 

the use of this case study serves two purposes, reveals the similarities and the differences with 

the case study in the ULLS region, and therefore enables the author to examine the findings in 

both cases in a more critical way.  

 

4.1 Location and geography of Saarland 

Saarland is situated in the south-west of Germany. It lies within a stone’s throw from a 

French region Lorraine in the south and is surrounded by Luxembourg in the west. Within 

Germany it borders with Rhineland-Palatinate both in the north and east (Map 1). The area is 

directly named after the river Saar that has its middle and lower course located here. One third 

of the overall territory of the region is covered with the mixed forest; thus, along with the Hesse 

and Baden-Württemberg, Saarland has the largest forest area in Germany. Additionally, the 

proportion of territory covered by deciduous forest is the highest of all the German states. 

Saarland stretches partially over the Schwarzwalder Hochwald, a south-western part of the 

Hunsrück mountain range, the Lorraine Stufenland, and the Saar-Nahe-Berglandes. The highest 

point in Saarland is the Dollberg mountain with its elevation of 695 m and the second highest 

point is the Schimmelkopfk or Weiskircher Höhe with its elevation of 694,8 m. The regional 

climate can be described as temperate and oceanic; thus, Saarland is known as one of the 

warmest regions in Germany. The annual precipitation is on average 800 liters per square meter 

(Saarland official website, 2016).      

Apart from the three city-states of Hamburg, Bremen, and Berlin Saarland is the 

smallest of the German federal states with the total area of 2,570 m2. In spite of its unimpressive 

size Saarland possesses strong cross-border connections with neighboring Luxembourg and 

France and thus a relatively stable economic situation. The region is identified by numerous 

internal processes of regionalization and globalization processes. To the latter, the massive 

migration and commuter movements can be referred that internationalize and thus diversify the 

rural population (Nienaber et al., 2015). Along with the different programmes and projects 

taking place on a local level, there are also a number of eye-catching initiatives on a European 

level. Due to its beneficial transitional location at the border triangle Saarland has developed 
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active transnational cooperation together with the French Lorraine, Luxembourg, German 

Rhineland-Palatinate, Belgian Wallonia, and the German-speaking community of Belgium that 

form the Greater Region as a continuation of the SaarLorLux-Region (Saarland official website, 

2016).      

As of 31 December, 2015, the population of Saarland was 995,597, of whom the 

majority lived in the largest city and that is at the same time the region’s capital Saarbrücken 

(178, 151 people), while the others were spread evenly across the whole federal state. There is 

a significant foreign population to be distinguished in the whole Saarland; as of 31 December, 

2015, there were 15, 000 foreigners living at the region’s territory, the highest rate ever 

registered in Saarland (Statistical Office of Saarland, 2016). Along with being Saarland’s major 

administrative, cultural, and commercial center Saarbrücken is also one of the six 

administrative districts within the federal state (Map 2). Other five include Merzig-Wadern, 

founded back in 1816; Neunkirchen, the smallest district located only 18 km away from the 

border with Rheinland-Palatinate; Saarlouis, the most populous district; Saarpfalz-Kreis, 

founded only in 1974, and St. Wendel, the least populated district located in the close proximity 

of picturesque Bostalsee.    

 

Map 1. Location of Saarland in Europe 

 

 

Source: Saarland official website, 2016  
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Map 2. Districts of Saarland  

 

 

Source: Saarland official website, 2016 

 

4.2 Government and historical background  

The entire country of Germany is divided into districts or administrative units that are 

known as Landkreise (‘rural districts’). Conversely, some major cities in Germany that are 

obviously not rural but still perform district-similar functions are denoted as Stadtkreise (‘urban 

districts’) or Kreisfreie Städte (‘district-free towns’). The rural districts (Landkreise) are further 

divided into municipalities (Gemeinde). According to the Classification of Territorial Units for 

Statistics (NUTS), a geocode standard regulated by the European Union, Saarland refers to the 

NUTS2 level that covers the population size from 800, 000 to 3 million people. However, all 

of the administrative districts fall under the NUTS3 level – from 150, 000 to 800,000 people. 

The federal state of Saarland is governed by the cabinet that consists of the Prime Minister 

(Ministerpräsident) and the State Parliament (Landtag). Both are responsible for the issuance 

of the constitutional laws of the state (Saarland official website, 2016). 
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The statistics is based on all the six administrative districts that compose Saarland. 

However, such an administrative division was not like that back in times. After World War I 

the modern territory of Saarland was occupied and governed by the UK and France and thus 

stayed under the League of Nations directive for 15 years. In 1935, the region known at that 

time as Territoire de la Sarre or Saar Region (Saargebiet) was the only German area remained 

occupied by foreigners; although a large proportion of the population opposed Hitler’s regime 

and some even took a stand for remaining under the British and French seizure, the result of the 

plebiscite held in the beginning of 1935 was to re-join the German Reich (A Guide for Study 

of Historical Offices, 2016). Thus, in March, the Saar Region was given back to Germany under 

the Josef Bürckel regulation. However, shortly after World War II the French influence was 

spread again and the French protectorate was established; yet in October, 1955 a referendum 

was held that brought to an end the French rule and influence once and for all. Thus, Saarland 

region has undergone the significant changes in the territorial allegiance in the last century.  

 

4.3 Economy and regional cooperation 

As it can be seen from the previous subchapter Saarland region has experienced some 

fundamental shifts in its territorial regulation for the most of the 20th century; it is interesting to 

note though that it did not necessarily damage the social and economic state of the region. For 

instance, the Napoleonic Code (Code civil des Français) introduced already in 1804 under 

Napoleon I, has prepared the groundwork for new social and economic changes that led to the 

celebrated industrialization afterwards. As a matter of fact, agriculture was the dominant 

industry in the region until it stopped being profitable at the start of the 19th century. This was 

a low point for the region and sparked mass emigration from the region. It was only with the 

subsequent establishment of the Saarland Chamber of Commerce and Industry that the region's 

economic performance improved through focusing on factories and mines, both of which are 

now seen to be a major part of the area's heritage. For instance, ‘extensive coal deposits which 

stretch for a distance of about 20 miles (32 km) from Saarlouis and Völklingen (industrial town 

with dominating ironworks inscribed on the UNESCO World Heritage List) in the west to 

Neunkirchen in the east’ (Britannica, 2016). The Prussian State played a vital role. It took over 

the mines in 1815 once the French left and became the largest employer in the region as well 

as a market leader in the south-west of Germany known as a ‘coal monopolist’. The number of 

mineworkers has increased from 4, 000 to 22, 000 during this period. At the same time the iron, 

glass, and pottery industries have experienced a dramatic turnaround, too (Saarland Chamber 
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of Industry and Commerce, 2016). Admittedly, it was also time when the first ever interregional 

cooperation took place. Due to the constant shift of the borders, more and more open issues 

have appeared that required the mutual involvement of both or sometimes even several 

countries. For instance, extraction of the minette, a mineral deposit of sedimentary origin that 

consisted of iron ore. Since it was originated mostly in the territory of Luxembourg and in 

Lorraine, its further ‘fate’ was called into questions, once large parts of Lorraine were occupied 

by Germans after the Franco-Prussian War in the end of the 19th century. Thus, it led to the 

transnational construction of the direct railway line from Thionville, a commune in the Moselle 

department of north-eastern France, to Völklingen Hütte, in the Saarland region of south-

western Germany. 

 Until the 19th century, mining was the dominant sector of the regional economy and thus 

stood out as a main employer. However, things slowly started to change in a while. In 1970 the 

mining industry still provided over 80, 000 jobs, but by 2010 it was only one-third of this 

number. What remained from the past years started to face a severe structural crisis. However, 

some other production industries have shown progress during the past four decades, with the 

automotive industry, for example, now offering more than 22, 000 jobs with 42, 000 employees 

in the region. The service sector has also enjoyed confident growth, as of 2011 it employed 

71% of the entire population, in contrast to only 46% in 1970 (Rampeltshammer and Kurtz, 

2011). Thus, this statistical data testifies a remarkable shift in the regional economy that marked 

its diversification away from manufacturing to the service sector. Today, Saarland has a know-

how in technological development and innovation, tourism and education. It is noteworthy to 

mention the international cooperation and networking with other regions that contribute 

significantly to the regional development. 

Nowadays, the federal state of Saarland finds itself in cooperation with Lorraine and 

Luxembourg that form all together the Euroregion consisting of five various regions located in 

four distinct European countries; it includes the Walloon region that is comprised of German- 

and French-speaking areas of Belgium, a French region of Lorraine including Meurthe-et-

Moselle and Moselle, the autonomous state of Luxembourg, Saarland itself, and its neighboring 

region Rhineland-Palatinate. This transnational cooperation sometimes also bears the name of 

the Greater Region that becomes less relevant with the passing years and the increasing number 

of the countries entering the European Union that form the new cross-border alliances and use 

the very same designation (European Commission, 2000). In spite of its complex structure the 

SaarLorLux region was initially founded by only three units that are the German federal state 
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Saarland, French region of Lorraine, and the Grand Duchy of Luxembourg; it covered overall 

36, 700 km2 with about 5 million inhabitants. The term actually tended to recall the above-

mentioned close historical relations among the different coal mines and steelworks in all three 

countries. Within the European Union context, the SaarLorLux region forms part of the 

European Committee of the Regions as an interregional group that aims to communicate the 

EU policy to the relevant bodies within the countries-participants as well as to elaborate its own 

EU policy initiatives, related to the specificity of the region and when possible to lobby it 

further. Today the SaarLorLux region also has an established network of the Chambers of 

Industry and Commerce of Saarland, Lorraine, Western Palatinate, Luxembourg, and Trier that 

work towards the common goals in the economic, social, cultural, and environmental 

dimensions, i.e.:    

- ‘Further development of cross-border trade and investment between subregions  

- Reduction of administrative barriers to business exchange  

- Creation of internationally competitive conditions for business  

- Assistance for and linking up of regional research and development  

- Further education of human resources  

- Improvement of internal transport infrastructure and optimizing connection to other 

European regions  

- Permanent dialogue between business community and politics concerning economic 

and political integration of SaarLorLux’  

(Information is taken from the Business Portal for the SaarLorLux Region, 2016).  

 Such a close partnership goes beyond the official treaties and agreements once taking a 

closer look to the phenomenon like cross-border commuting. According to some approximate 

estimations of the European Council the regular border crossing between Germany, France, 

Belgium, and Luxembourg is about ten times higher when comparing to other neighboring 

countries within the European Union. Starting from commuting to work and visiting 

friends/family members to the real property purchase, such commuting undoubtedly affects the 

regional economy in a primarily beneficial manner, since it brings additional revenues to the 

federal state’s treasury (Nienaber et al., 2015).  

Additionally, the Saarland’s region is a subject to the multiple EU-funded initiatives 

and programmes for instance, ESF (European Structural Fund). Apart from the European-level 

funds, Saarland has access to numerous national and regional government funds. Within the 

new European Union Programme ‘Horizon 2020’ Saarland has set its own information 
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campaign ‘Route 2020’ that aims to advise and encourage local researchers, entrepreneurs, and 

academia to participate in the forthcoming funding programme. Probably one of the most 

important and beneficial supporting initiatives worth mentioning in the given context is the EU-

funded LEADER3 Programme. Being actively implemented in different peripheral parts of 

Europe since 1991, the LEADER Initiative works as an assisting mechanism of applying 

innovative approaches to rural development. LEADER mobilizes the local communities to take 

actions that directly affect their daily lives, rather than provides the step-by-step guidance of 

what has to be done. Through the specially organized local action groups or LAGs the 

communities take the initiatives to explore new ways to develop, remain competitive, and use 

the experience from the other partnering regions to make the most out of their own assets. 

(Hjalager, 2014). Focused on the bottom-up approach, together with the area-based perspective, 

democracy, and participation, the LEADER approach thus tends to be understood more in terms 

of social and cultural innovation rather than traditional technological or science innovation, that 

usually dominates the national policy context (LEADER and Innovation, 2008). As for today 

LEADER (2014-2020) experiences its 5th generation preceded by LEADER I (1991-1993), 

LEADER II (1994-1999), LEADER + (2000-2006), and LEADER (2007-2013). LEADER is 

an integral part of the Development Plan of Saarland for 2014-2020; with the European 

guidance and financial assistance the federal state of Saarland supports the LAGs in all the 

LEADER regions (St. Wendel, Bliesgau, Warndt-Saargau, and Merzig-Wadern); it addresses a 

number of objectives related to demographic shift, climate change, agriculture, tourism, and 

resource protection. One example is the KuLaNi Initiative4 in St. Wendel that started back in 

2003. The original idea was based on creating the local goods market that would support the 

community manufacturers and farmers on a regional level; later on, it was decided to enhance 

the areas of activities and thus three other programmes were added and developed that today 

are a core of the Local Development Strategy Plan for St. Wendel 2020. Apart from the already 

mentioned marketing concept that also covers strengthening of sales and organizational skills 

of regional producers the Plan includes the energy programme ‘Rural Energy Mix’ / ‘Ländlicher 

Energiemix’, cultural programme ‘Stinking Rich’ / ‘Steinreich’, and educational programme 

‘Education Network’ / ‘Bildungsnetzwerk’. The KuLaNi Initiative currently includes 79 

members. 

                                                           
3 ‘Links between actions of rural development’ from French ‘Liaison entre actions de développement rural’ 
4 ‘Cultural Landscape Initiative of St. Wendeler’ from German ‘Kulturlandschaftsinitiative St. Wendeler Land 

e.V.’ 
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 Thus, Saarland exemplifies a region with a stable economy and strong pan-European 

network that is party to various EU-funded programmes and projects. In spite of its historical 

ups-and-downs the region has recovered successfully. After diversifying its regional economy, 

Saarland even managed to join the ranks of the German states-leaders in the tourism branch, 

despite the fairly recent shift from manufacturing to this new industry. Furthermore, due to its 

strategic location in the so-called ‘heart of European integration’ Saarland is able to host 

multiple interregional and transnational projects. It characterizes the region overall as a good 

example of Europeanization – with all its related integration processes. Thus, with the help of 

active population mobilization, national funding, and numerous local initiatives, Saarland 

stands out from the other German federal states as a prime example of prosperous development 

of the European periphery. 

 

4.4 Tourism in Saarland 

 Following the statistics prepared by the Sparkasse Tourism Barometer of Saarland, 

the tourism industry holds one of the leading positions in the national and regional economy. 

As stated by the Ministry of Economy, a record one million guests visited Saarland during 2016. 

The gross revenue generated by overnight guests in Saarland makes up around € 640 million 

per year. It is also worth noting that after immense investments in the region during 2013-2014, 

Saarland only continued to grow and strategically develop its potential. The region also receives 

the financial support for tourism activities both 

from the local and European financial actors. 

With a 33,7% increase in overnight stays in 5 

years, 2010-2015 (Figure 6) Saarland is 

reckoned among the top tourist destinations 

within Germany along with Bavaria, 

Mecklenburg-Western Pomerania, and 

Schleswig-Holstein. This is due to its numerous 

cultural assets, culinary highlights, and well-

thought-out facilities such as experience 

centers, leisure parks and infotainment 

platforms (aimed to broadcast material that is 

intended both to inform and entertain) that double the attractiveness of the region and thus 

increase the tourist flows (Finanzgruppe Sparkassenverband Saar, 2016). Additionally, rich 
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natural resources found in the given rural context of Saarland are ever more advantageous, when 

considering the current dominating tendencies in tourism and hospitality industry; such types 

of tourism as slow tourism, ecotourism or sustainable tourism gain more and more attention 

from both tourists and those involved in the policy-making and economy sector according to 

Sabrina Deutsch, who is in charge of projects ‘Nature for Enjoyment’ / ‘Natur und Genuss’ at 

the Tourismus Zentrale Saarland GmbH (TZS) (Deutsch, 2017). It is also worth noting that the 

principle of sustainability plays a vital role in the tourism development of Saarland, for instance 

within the Saarland Tourism Strategy 2025 the number of eco-friendly tourism companies 

should increase from 5 to 50. 

 Furthermore, special attention within this Strategy will be given to wilderness and 

adventure tourism as a key dimension of tourism offered at the regional level (Saarland Ministry 

of Economics, Labour, Energy and Transport and TZS GmbH, 2015). 

 

4.4.1 Tourist product development in Saarland  

As evidenced in the previous subchapter tourism has a great impact on Saarland as its 

destination both in an economic and social context. However, to keep in line with the recent 

trends at the market – in order to be successful and outdistance competitors – the region has to 

constantly produce new commodities, introduce advanced products, and thus adjust to the 

market. Interestingly, most of those so-called innovations taking place in the service industry 

like tourism often relate to the area of product development. This can be probably explained by 

the broadness of the concept itself; generally speaking, tourism product covers everything that 

the destination is able to offer in order to satisfy the visitor and thus it can include on-site staff 

and facilities, attractions and activities along with events organized. And for so long as there is 

an interest in the region, new strategies should be developed to meet the needs of the present-

day tourist. In Saarland, this is implemented mostly by the umbrella organization Tourismus 

Zentrale Saarland GmbH (TZS) that deals with the marketing activities and tourism promotion 

of the entire region. It is also the first counterpart, when interregional or international projects 

in the tourism field are planned. For instance, the INTERREG IV-A Project ‘Tourism 

Marketing for the Greater Region’ jointly implemented with the tourism partners from 

Luxembourg, Lorraine, Rhineland-Palatinate was commissioned under the leadership of 

Tourismus Zentrale Saarland GmbH. The Tourismus Zentrale Saarland GmbH is also a member 

of the Supervisory Committee that includes some other authoritative stakeholders such as 
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Saarland Regional Association, Saarland Chamber of Industry and Commerce, Congress Center 

Saarland, ADAC Saarland5, Saarbrücken Airport and so on.  

A vast tourism product portfolio has been identified by the author through the entire 

research process, including personal communication with the experts and visiting the Saarland 

stand at the ITB Berlin 2017. Figure 7 cites the most frequently encountered tourism categories 

that could be distinguished in all the peripheral parts of the Saarland region. Based on the 

category given below the correspondent (if existed) assets in the ULLS region were examined 

and further analyzed. Yet the theoretical preconditions that gave the initial idea of such 

categorization to be addressed in more detail in the Methodology chapter.  

 

Figure 7. Categories of tourism identified in Saarland 

 

Source: own illustration   

 As it can be seen from Figure 7 Saarland has a rich and diverse profile of tourism 

products. The overall picture looks quite impressive considering the fact, that tourism only 

recently turned into one of the leading economic sectors of the region (after the shift from the 

steel industry). Additionally, ever more trends and dimensions are opened and further 

developed, more innovative and fresh approaches to the project and product development are 

applied. 

                                                           
5 ADAC (Allgemeiner Deutscher Automobil-Club e.V.) is a German automobile club that was founded in 1903    
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4.4.2 Examples of tourist product development in Saarland 

 As mentioned above, the TZS is in charge of tourism-related activities taking place in 

the region both at the national and international level. Along with the general promotion of 

Saarland as an attractive 

destination, i.e. increasing 

awareness of the area, the TZS is 

also responsible for creating 

products and services, press work, 

communication, and networking. 

One recent advance that signals the 

innovative approach of the TZS to 

the entire industry is a Saarland 

Card presented at the ITB 2017 

(Figure 8). As of 1st April, 2017, visitors can benefit from the free entry to more than 60 various 

attractions as well as free travel by bus & train in the whole of Saarland, while staying with 

numerous participating accommodation providers (including twenty-six hotels, seven holiday 

apartments, one caravan site, and one youth hostel). The card is granted upon arrival when 

checking-in with one of the above-mentioned providers participating in the scheme. For each 

night a visitor stays, a Saarland card is provided for the day; with revisiting of all the attractions 

also possible; at no extra fee. The list of activities ranges from the UNESCO World Cultural 

Heritage Site Völklingen Ironworks and Ceramics Museum of Villeroy & Boch manufacturer 

to Golf Club Bostalsee and Leisure Center Calypso. Thus far, Saarland is the only federal state 

to offer such a card; around 300, 000 euros were allocated for the next two years from the 

Ministry of Economy as confirmed by the Minister of Economy Anke Rehlinger (SPD) to the 

Saarbrücker Zeitung (Saarbrücker Zeitung, 2016). 

One of the other TZS’s innovations recently implemented is an Online-Lotsen-Check. 

This online platform is considered as an important step towards further advanced training and 

quality improvement as stated by Sabrina Deutsch from the TZS (Deutsch, 2017). This 

application is accessible for free to a variety of touristic service providers, mostly hoteliers and 

restaurateurs. Once registered and created an account, one has access to the virtual checklists 

in six various categories such as company, marketing, hospitality, quality, focus, and specials 

(Figure 9). By answering different questions in each category every participant has a chance to 

estimate the quality of his own enterprise and services provided, to realize where at the market   
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he is and how up-to-date his company is. In the process of answering and collecting the points 

one can also get some inspiration and gather ideas on how to improve his enterprise’s 

performance and to enhance the service quality respectively. The virtual awards gained online 

later turn into real prizes available for all the companies based on the territory of Saarland. 

Thus, this application provides a range of quality-improving measures in interactive form, that 

present some key functional areas essential for each enterprise’s competitiveness and viability. 

Additionally, the ultimate outcome to be expected is an increasing number of guests. 

 

      Figure 9. Checklists in various categories available on the ‘Online-Lotsen-Check’ platform 

Source: Official website of the ‘Online-Lotsen-Check’ project 

Among another latest product innovations outlined by Sabrina Deutsch, special 

attention should be given to some new features of the existing Saarland Touren-App. Firstly 

launched to the market in 2012, the app is now in its 2nd edition (Figure 10); it has come so far 

into the mainstream and received positive reviews on some online store platforms such as 

Google Play (4,2 points out of 5). Available to download for free, this app is run in several 

languages, i.e. in German, English, Czech, Dutch, French, Italian, Polish, Romanian, Slovak, 

and Spanish, that only increases its demand. The app was originally designed by Outdooractive 

that has over 20 years of experience in digitization of outdoor tourism activities, having 
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expertise in trail and route planning, this software company combines modern technologies and 

impressive usability with top-class content.  

 

Figure 10. Homepage of Saarland-Touren-App  

 

Source: screenshots of downloaded app by the 

author 

 

Figure 13.  New creative quiz tours  

  

The app suggests various tours for hiking (for instance, a pilgrim route), bicycling 

(mountain and e-bikes are among top-preferences), motorcycling, and Nordic walking. Each 

tour section includes small description with indication of trip distance, duration, ascent/descent, 

and lowest/highest elevation. One could also find accompanying pictures, sights and 

gastronomic options coming along. The built-in GPS indicates where you are at the moment 

and allows you to navigate safely following all routes. Along with that, one could find a 

zoomable topographic map on a scale of 1:25.000 presented in various layers that can work 

offline. In its updated version, the app has received two new features. One is Report Trail 

Condition (Figure 11). This function allows tourists to inform a person in charge about any 

failure or damage detected while on the trail. Quick snap and such a ‘discovery’ will be soon 

fixed. This could be considered as a great advancement, since it allows organizations in charge 
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effectively redistribute human and financial resources by maintaining the trails even in remote 

areas without involving extra staff to be continuously on-site for supervision. 

Besides, it gives an opportunity to tourism representatives to come into direct contact 

with the visitors and thus to receive valuable comments, wishes, and so on from firsthand. 

Along with that there was another useful feature added to the Saarland Touren-App; the 

emergency call function that allows to identify and also to transmit the exact location 

instantaneously during a call, if a visitor gets lost or finds himself in the mire (Figure 12). Both 

measures ultimately aim at enhancing the quality of a visitor’s experience. 

 

Another app upgrade includes a quiz tour. According to the press release from October 

2016, this new set of five different tours will be interesting for those who enjoy walking/hiking 

along with playing the quiz (Figure 13). The interactive tours are designed to lead participants 

through a number of various paths that are linked to numerous questions; these questions only 

pop up once the smartphone enters a specific station within the path. At the end of the path 

 

Figure 11. Innovative approach to the trail 

maintenance 

 

Source: screenshots of downloaded app by the 

author 

 

Figure 12. New feature available – 

emergency call function    
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everyone can participate in a lottery and win prizes. The tour is family-friendly, best suited for 

a group of two-three people. Apart from satisfaction of primary tourist needs these tours also 

include an educational element.   

Thus, adding new features only makes the app more popular and enjoyable to use. This 

demonstrates a direct link between tourist demand and capability of a tourist provider to offer 

the service/product of interest. Furthermore, what makes the app so noteworthy is that it covers 

the entire territory of the Saarland federal state, whereas the majority of these kind of 

applications mostly target the big cities like Berlin, Frankfurt or Munich. Therefore, it includes 

some unique selling points like hosts in remote rural villages with authentic scenery, local food, 

and attractions that you hardly would find separately in the Internet or on your own while 

already traveling. 

In the context of innovations in the field of product development, the Hiking and Eating 

Concept should be specifically highlighted. The so-called ‘Saarland-Tafeltouren’ that go 

together in product line with quiz tours could be described as a unique way of exploring top 

hiking trails all over Saarland while trying and enjoying the best of the local cuisine. According 

to the TZS’s statistics such a combination is considered the most successful and appealing for 

tourists. 

        Figure 14. Common logo for all the Hiking&Eating Tours / Tafeltouren 

 

        Source: TZS official website 

 

Currently, the Office offers seven different thematic tours varying in difficulty and 

length; all include restaurants along the way with outstanding regional dishes. Apart from the 

uniting theme there is also a common logo used – a small white chef’s cap (Figure 14). Based 
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on statistics the Office recently decided to start with a new initiative particularly at these trails, 

since they are the most visited and high-demand by tourists. ‘The Wander Cent’ Initiative is 

aimed at ensuring and improving the quality of the hiking trails. It allows the visitors to make 

voluntarily a contribution/donation from 2 to 5 euros via a text message. Thus, each SMS helps 

to maintain the trails and support the municipalities in their effort to keep the natural beauty to 

its best while providing tourist services on its territory. 

 

4.4.3 Natural tourist attractions 

The Saarland region possesses immense natural resources. According to the statistics 

provided by the TZS, the nature sector is the main attraction to the area, with 34% of visitors 

visiting for a nature holiday and 34% visiting for hiking (TZS, 2014). Saarland has a beautiful 

blend of natural (specially protected natural areas, wildlife, sandstone caves, seas and lakes) 

and man-made (gardens and country parks) attractions. Saarland is a home to the Hunsrück-

Hochwald National Park and the Bliesgau UNESCO Biosphere Reserve – both of which are 

likely to get more attention in the future as nature tourism is expected to gain momentum rapidly 

(Deutsch, 2017). The latter site is already a part of the above-mentioned LEADER Programme 

(see 1.3 Economy and Regional Cooperation, 

p.30) that facilitates several initiatives on the 

territory of the traditional cultural landscape of 

Bliesgau. For instance, two associations 

‘Bliesgau Obst e.V.’ and the biosphere 

association Bliesgau were established. 

Following the biosphere concept and principles 

of socially-responsible and environmentally 

sound management, the Bliesgau Biosphere 

Reserve supports the production of local food, 

regional processing, and direct sales. By 

prioritizing the local market Bliesgau therefore 

reduces energy consumption related to the food 

transportation as well as increases the 

transparency of the entire food production 

chain. Within the broad and massive regional marketing strategy the Reserve thus puts an 

emphasis on eco-friendly production enabling its residents and guests to enjoy fresh and 
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seasonal products of high quality without leaving Saarland. The whole product line could be 

found in the buying guide brochure prepared by the Administration Union of the Biosphere 

Reserve Bliesgau together with the Ministry of the Environment and Consumer Protection. The 

Reserve is currently in cooperation with several local restaurants; other producers sell their 

goods directly to various businesses, local markets, and shops. Selling is also possible by using 

the Bliesgau-boxes or Bliesgau-shelves (Figure 15). In such a shelf, one could find a large 

assortment of organically-grown fresh goods from the Reserve. All the products are labeled 

with the EU Ecolabel or the trademark Bioland/Demeter. The motto ‘From the Region - for the 

Region’ / ‘Von der Region für die Region’ could be applied not only for the groceries but also 

for the shelves themselves; made from the local red core beech those shelves are timbered by 

the town carpenter. Ultimately, such a local food initiative creates more jobs in the region. Thus, 

the overall goal of the project is to ensure sustainable and beneficial rural development by 

involving various stakeholders from a local farmer to the town authorities. 

As stated by Sabrina Deutsch, the ecotourism plays a vital role in the Saarland tourism 

strategy. Therefore, more focus is put on development of products that would combine nature 

and enjoyment (Deutsch, 2017).  Along with the development of the premium hiking trails and 

related tours mentioned above, the TZS also works towards diversification of its other 

traditional attraction: cycling. Thus, there are various types like recreational cycling, cultural 

cycling, food cycling, and transnational cycling presented in the region. 

Another advancement applied in the field of nature tourism is a product diversification 

that modifies the existing product and thus adds the new values of interest to the place visited. 

This strategy for strategic growth is incorporated into the matrix designed by Ansoff (1987) 

that is explained in more detail in the second chapter. For instance, ‘Gärten ohne Grenzen’ 

Initiative, an international network of gardens from Germany, France, and Luxembourg that 

works towards the promotion of the most outstanding gardens in all three countries. Apart from 

traditional strolling around the garden and neighboring territories the network suggests some 

interesting options like celebrating weddings or organizing corporate events in a natural setting; 

there is also a special offer for those who are in love ‘Bed in the Garden’ / ‘Bett im Garten’ that 

includes a bed, two keys, and a filled-up picnic basket. Along with the romantic 

recommendations there are several tours offered with the specially-trained garden guides who 

will accompany the guests through the botanical highlights of exclusive nature. The network 

also arranges the garden-based educational activities in the so-called ‘green classrooms’. The 

idea is to enable schoolchildren to learn about the different types of flowers, weeds, herbs, and 
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the garden culture in general while practicing immediately in the open air. Thus, with the new 

characteristics and services offered in addition to the existing product it appeals more to the 

different groups of customers and consequently increases the visitation, in this case it 

approaches new target groups such as young couples or schoolchildren.  

Hence, it is possible to state that the nature tourism and thereto related natural assets 

constitute an integral part of the overall local development strategy of Saarland. 

 

4.4.4 Culinary highlights 

‘… the cuisine of the destination is an aspect of utmost importance in the quality of the 

holiday experience’  

Havier Blanco, UNWTO Advisor  

 

As it was noticed several times in the previous subchapter gastronomy holds a 

prominent place in tourism of Saarland after nature. According to the visitor surveys, cuisine 

appears to be one of the decisive factors when opting for Saarland as a tourist destination. 

Located at the border triangle with Luxembourg and France, Saarland has adopted many 

gastronomic influences from its neighbors, 

not to mention its rich history and 

significance of village traditions. Its 

cooking style today could be characterized 

as a combination of the regional specialties 

with some peculiarities of haute cuisine 

from France. Such a diversity going hand-

in-hand with quality could not be 

disregarded by tourism providers as well 

as by tourists themselves. Interestingly, 

Saarland has the highest number of 

Michelin-starred chefs6 per capita in Germany, whilst also being the smallest federal state in 

Germany. Inter alia there are dozens of local winemakers and dairy producers, cheese 

specialists and bakers, butchers and regular cooks. This truly acts as a magnet for those looking 

for a sensational restaurant scene with the abundance of culinary treats to explore. This was the 

                                                           
6 Chefs awarded with Michelin stars for their high art of cookery within the Michelin Red Guide, the oldest 

restaurant and hotel reference guide in Europe  
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guiding motif for the Ministry of Economy and TZS when getting the ‘Enjoy Saarland’ / 

‘Genuss Region Saarland’ project off the ground. The idea is to bring all the local producers, 

farmers, restaurateurs, caterers, and refiners together to develop new and attractive products in 

the entire region of Saarland. Through this collaboration new economic benefits are foreseen. 

Marketing to be ensured by the TZS. As stated by Birgit Vogel, its managing director during 

the launch event, such networking could work to everyone’s advantage; when collaborating the 

partners could respond quicker to the increased demand of guests for regional specialties and 

culinary experiences (Saarbrücker Zeitung, 2016). There are currently 30 members who 

actively work towards Saarland’s attractiveness as a culinary destination. The initiative is based 

on and guided by principles of the Quality Charter. There is a common logo that officially 

recognizes all the partners and their products offered (Figure 16). Among other partners there 

are Slow Food Saarland, Saarland-Lor-deLuxe Online Shop, Juchem Group, and Perlenschnur 

Publishing House. 

 Much attention is given to the promotion of the regional beer and wine culture as 

tourism assets. Under the Tip! Section in the official brochure of the TZS one could find a 

number of recommendations on wine tastings that take place across the whole region of 

Saarland. For instance, ‘Summer wine tastings in the Saarland’:    

‘Almost every weekend from April to October, wine-growers in the Saarland open their 

cellars and tasting rooms. Enjoy the congenial atmosphere of the wine cellars and taste the 

excellent wines and sparkling wines, accompanied by local culinary specialities. A special 

highlight during this period is the big wine festival in Nennig, where conviviality and 

connoisseurs meet’. 

(Information is taken from the travel brochure provided by the TZS, 2017).   

 The TZS also presents detailed information about the local beer brewing culture and 

thus gives an overview of the most prominent breweries at its official website. Apart from the 

breweries a number of other food-related events are offered to please the tourists. New 

formatting given to those events, like a culinary seminar or farm shop, gourmet dinner or guided 

tour, renders a special touch. Among the most popular products presented in the region are 

cheese, oil, spices, bread, meat/fish, and marmalade. In such a way, the region possesses all the 

assets and expertise needed for the development of successful culinary tourism. The deep 

connection of local food to its origin revealed to the utmost along with smart marketing makes 

the region truly unique to visit and experience the local culture through its flavours.  
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4.4.5 Cultural heritage assets 

The cultural heritage of Europe is ‘one of the oldest and most important generators of 

tourism’ (Thorburn, 1986). However, a number of uncommodified and raw assets that are 

singled out only for their intrinsic value would not automatically bring along the desired flows 

of tourists. Furthermore, the high competitiveness of the tourism industry and its demand-driven 

nature requires the destinations to introduce new and more fascinating products more 

frequently. Thus, the traditional cultural assets such as museums, churches and archeological 

sites should constantly reassess their presence so as to be able to compete with contemporary 

commercial tourist attractions. To become an attraction as such, the cultural asset should 

provide the experiences that could be consumed by the tourists (Du Cros and McKercher, 2002). 

The analysis of the first case study has revealed a number of eminent cultural tourism products 

available in the rural areas of Saarland; those combine effectively heritage values designated 

by local communities together with the tourism potential, that are both a key for a cultural asset 

to turn ultimately into an appealing cultural tourist-pleaser. One example is the Gallo-Roman 

attractions developed across the entire region under the Experience the Past Theme. The TZS, 

in collaboration with the local museums and culture parks, introduced a number of villas and 

temples, burial and archeological sites, historical festivities and pottery workshops that present 

the daily life of the ancient Celtic and Roman population in a manner adapted for utilization by 

the modern-day tourist. For instance, at the Roman Villa Borg promoted under the slogan ‘Up 

for the Roman way of life?’ the visitors can not only enjoy the traditional architecture of the 

past but also bask in a number of unusual activities. The guests are invited to get acquainted 

with the bathing culture – and its importance during Roman times – by partaking in a spa 

experience at the authentically rebuilt Roman bath. Another authentic experience would include 

visiting the local tavern where all the dishes are prepared in accordance with the recipes of the 

famous lover of luxury and gourmet Marcus Gavius Apicius. The herbs used in preparing the 

food are all home-grown at the gardens that are open for tourist visits, too. Furthermore, there 

are Roman days organized annually every August. During those days, the visitors have a chance 

to evidence ad oculos the gladiator fights and participate in workshops initiated by Roman 

craftsmen and traders. Another fantastic initiative is called Roman Road / Straßen der Römer. 

It functions as a virtual network of ‘Roman roads’ that opens up an ancient cultural region in a 

modern way for all those who are interested. It is designated as an umbrella marketing strategy 

that combines the efforts of various tourism partners such as TZS, Office de Tourisme 

Echternach, Eifel-Tourismus GmbH, Hunsrück-Touristik GmbH, Office de Tourisme 



 
44 

 

Echternach, Mosellandtouristik GmbH and others towards bringing together and linking more 

than 120 sights under the unite Celts & Romans motif. Interactive lessons, various workshops 

and lectures that breathe life into the numerous ritual objects and pieces of art aim to bring the 

visitors back in time and familiarize them with the everyday routine of the past. For instance, 

the guided tour on the precious stones originating from the ancient times at the adventure center 

Terra Vulcania not only shares historical knowledge but also involves the visitors into 

entertaining games, craft and painting lessons and other participatory activities. 

To sum it up, the case study of Saarland provides some interesting examples on how to 

make use of cultural assets to create/enhance a flourishing cultural tourist attraction, so as the 

latter one provides the guests with the unique experience and thus gives a compelling reason to 

visit. The analysis of the assets used has proved the efficacy of the innovative approach. It is 

also important to identify the demand-generation potential of those assets in order to avoid the 

waste of valuable resources on development of unnecessary infrastructure or services required 

for potential visitors. Thus, cataloguing and analyzing cultural assets in the context of potential 

tourist attractions should be always performed as a part of any strategic planning. 

 

4.5 Marketing activities in Saarland 

The importance of the tourism sector as a significant contributor to the regional 

development is highly recognized by local authorities when considering building a strong 

economy. Thus, much attention and investment is given to the promotion and marketing of this 

sector. Ranging among one of the most popular vacation places in the German tourist landscape, 

Saarland is largely marketed as a natural, culinary, and cultural destination both domestically 

and abroad. Within the domestic market the majority of visitors arrive from: Rhineland-

Palatinate, Hesse, Baden-Wuerttemberg, and North Rhine-Westphalia. Whereas the foreign 

market mainly consists of the neighboring countries such as the Netherlands, France, Belgium, 

Luxembourg, and Switzerland. Marketing activities and promotion are predominantly 

performed by the TZS. Since tourism marketing in general is regarded as a complex process 

due to the nature of the product that is a melting pot of different industries, the approach to 

marketing within the TZS is also complex, therefore it involves various divisions within the 

organizational structure. TZS successfully works in different dimensions; that is to say the 

Saarland region is actively presented online and via various social media channels, as well as 

being promoted extensively at exhibitions and industry events (Table 5). The details about all 

the attractions in Saarland including city and rural tourism are offered in the brochures 
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accessible in German, English, Dutch, and French. All the information needed to arrive and 

know the way around is provided along with prices, useful addresses, and rates. The brochures 

are presented both in printed and digital forms. 

 

 

Table 5. Marketing and communication performed by the TZS in 2013 (source: adapted from Tourism 

in Saarland: numbers, facts, trends, 2014) 

 

In addition, the marketing activities in the case study of Saarland region include the 

following:    

1) Internet site at https://www.urlaub.saarland/ that informs the visitors about the main 

activities in three main categories such as Memories, Themes, and Information to get 

involved into while being in Saarland; the possibility to download or order the above-

mentioned brochures via the website. The homepage was improved back in 2016 to 

include links to TZS’ social media channels, i.e. Facebook, Instagram, YouTube, 

Google + and the travel blog. 

2.308.500 print 
publications readers 
reached via media 

cooperations in 2013 

664.409 website 
visitors in 2013 

6.000 newsletter 
subscribers 

6.037 times 
covered by 

4.000 Facebook 
fans, 1.181 

Instagram followers 
and 1 German 
Tourism Award 

2012

22 visited 
exhibitions and  
857.588 private 

visitors reached out 
there in 2013  

35.260 downloads 
of the Saarland-

Touren-App 

https://www.urlaub.saarland/
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2) Online blog (http://reiseblog.saarland/ueber-uns/) run by the press office employees of 

the TZS in an informal and interactive way that provides visitors with pictures, movies 

and series about Saarland as well as stories with a more personal touch. 

3) Social media activities carried out on Facebook, YouTube (mostly oriented at the 

German-speaking market) and Instagram (mostly oriented at the foreign market); a 

number of ads and lotteries are included as pop-ups. 

4) Active Instagram presence (#visitsaarland, #urlaubinsaarland). Instawalks and 

Instagramtouren to be used as a tool for targeting and approaching younger crowds that 

are mostly active on social media. One such recent initiative launched with the support 

of the German Association of Tourism together with their colleagues from the 

Netherlands is the cross-marketing campaign ‘Kurz-nah-weg’. The idea of the project 

is to bring 5-6 young Dutch bloggers to Saarland for a two or three-day trip. By crossing 

the length and breadth of Saarland the youngsters are expected to perform live-blogging 

and Instagram reporting. Thus, the number of visitors in a specific age group (18-30) is 

expected to be increased by the end of the project. Along with relying on foreign and 

local bloggers as a marketing tool TZS intends to put more focus on the influencer 

marketing in the nearest future, too. 

5) Newsletters available in German and French a few times per year 

6) Google AdWords campaigns 

7) Regular contact with regional press and online cooperation with other publishers. For 

instance, a series of digital magazines covering topics like culture, cuisine, nature, 

sightseeing, and arrangements are available at the online platform issuu. TZS recently 

introduced a new feature related to the search optimization when reading its catalogue 

with each object/site description accompanied by one of nine pictograms that enables 

the reader to search within the brochure more accurately and quickly (Figure 17). These 

pictograms are a) Historical building, fortress, castle, citadel b) Former pit, industrial 

culture c) Church, chapel, abbey d) Art, culture e) Museum, gallery f) Garden g) Nature, 

recreational area, sea h) Active i) Wild park, zoo 

8) Saarland-Touren-App that provides all the necessary information on tourism activities 

in 10 different languages, making it an ideal marketing tool  

9) Panoramic 360° video, two drone videos and one film that all illustrate the lush 

landscapes of Saarland with the emphasis on depicting the partners of the ‘Enjoy 

Saarland’ / ‘Genuss Region Saarland’ project 

http://reiseblog.saarland/ueber-uns/
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10) Advertisement in the printing journals and magazines such as ARTE, ZEIT, 

Wanderland Saarland and some other foreign publishers from the Netherlands and 

Belgium 

11) Cross-marketing and Out-of-home marketing (for instance, posters and banners at the 

train stations) 

12) Printing materials (tourism brochures, catalogues, magazines, flyers, bicycling maps) 

13) Presentations made at various exhibitions, events, and industry days throughout the year 

(for instance, ITB, ADFC Radreisemesse Bonn, SaarLorLux Tourismusbörse, 

Tourissimo, etc.)  

14) Roadshow that aims to promote Saarland as a destination in France and some other 

federal states in the south-west of Germany with the old-timer bus circulating around 

those areas during the spring/summer season. Cooperation with the TZS and promotion 

of the desired materials in the bus is possible.  

15) B2B schemes with a number of established tourism firms in Germany, the Netherlands, 

Austria, Denmark, France, and Belgium  

16) Events and Promotion;  

 

     Figure 17. Nine different pictograms presenting points of interest across the whole Saarland region  

 

Source:  TZS brochure ‘Sehenswertes: Orte, die uns in Erinnerung bleiben’, 2017 

 

As it could be seen Saarland has a strong image both at the national and international 

levels. With sales and promotion representing the end product of the marketing process it is 

possible to say that the broader management objectives are reached in Saarland. The core 

products, the target market, and precise action plan to achieve both financial and non-financial 
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objectives are clearly identified within the region. The attractions and services related are 

delivered to the defined target groups correspondingly. The main focus is put on natural and 

culinary assets. It results in increasing visitation levels and satisfaction levels. Each small 

periphery is included onto the bigger marketing vision that is regulated by the TZS. Such a 

close to top-down approach makes things work beneficially for all the stakeholders involved. 

With the European, national, and local financial support coming in alongside the 

unconventional and business-oriented mindset of TZS, the rural areas therefore gain better 

opportunities to receive socio-cultural-economic advantages that allow them to successfully 

develop further. With innovation as a major contributor to the brand reputation and recognition, 

TZS constantly founds new projects and initiatives, thus it keeps up with the recent trends and 

industry demands. A large focus is put on the cooperation among the major participants in the 

tourism sector inland and abroad. The range of activities performed in a specific country is 

expanded upon in Table 6 (see below).  

 

Table 6. Marketing activities with the other regions (source: adapted from the ‘Possibilities for 

Partnership’ brochure, 2017)   

 

In approaching both domestic and foreign markets different tools and models are used 

that positively influence the overall economy of the region. The review of the available printing 

materials has revealed the existence of a strong regional identity and its active promotion. It is 

 COUNTRY 

MEDIUM  DE CH FR/LU NL/BE UK 

ONLINE -Event calendar  

-Newsletter  

-Online arrangements  

-Newsletter 

-Online 

arrangements  

-Online 

arrangements  

-Online 

arrangements 

EXHIBITIONS  -Exhibitions  

-Workshop 

(Trade) 

 -Exhibitions  

 

-Exhibitions  

 

 

ROADSHOW  -Saarland-

Roadshow 

 -Saarland-

Roadshow 

  

BIKE INFO PANELS Bike info 

panels  

    

FURTHER 

PARTICIPATION 

POSSIBILITIES  

- Saarland Card  

- Cooperation with tour operators  

- ‘Enjoy Saarland’ / ‘Genuss Region Saarland’ project 

- ‘Service Quality Germany’ / ‘Service Qualität Deutschland’ Initiative  

- Online-Lotsen-Check Platform 
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important to note that the region has the common slogan ‘Großes entsteht immer im Kleinen’ / 

‘Something big always originates from something small’ that outlines the immense natural, 

cultural, and culinary assets/capital of the smallest federal state of Germany (Saarland official 

website, 2016). The recent initiative ‘Mitmach-Marketing’ aims to involve as many partners as 

possible – be it a single business, community or an individual – to advertise the region of 

Saarland with common efforts. To strengthen the already existing identity, it offers use of 

various free marketing tools such as: a common logo, posters, Power-Point presentations, the 

Saarland font, a background image for the mobile phone, and various giveaways. Thus, using 

such a holistic approach the marketing scheme of Saarland could set a good example to be 

applied in other regions of Germany. 

 

4.6 Concluding remarks   

This subchapter summarizes the main points from the analysis of the case study 

Saarland in line with the research question that has guided the entire research. It would be 

difficult to conjure up a more vivid example of a region that has taken the lead in the tourism 

industry as fast as Saarland. After shifting its main economic focus away from the mining 

industry less than a century ago, the Saarland region today appears to be a home for numerous 

innovative actions in the cultural heritage and tourism sectors. The rural innovations in this case 

study present a good example of a broad misconception that innovation can only emerge in 

market or business contexts. Clearly, beyond the traditional high-tech fields there is a wide 

range of economic areas that give rise to innovations, for example in network building, 

knowledge, quality of life and culture. 

Despite being isolated from mass tourism flows, the peripheral areas of Saarland keep 

generating socio-cultural and economic benefits by readjusting old processes and launching a 

myriad of successful new products. Tourism innovation could potentially address a prodigious 

demographic change that is coming with the intense outflow of young people from the 

peripheral areas. For instance, using non-traditional marketing strategies like influencer 

marketing, blogging, or Instawalks creates an emerging job market that aims to make the 

peripheral areas more attractive for youngsters. This incentivizes such people to consider the 

possibility of staying/relocating there, thereby creating an input of digital knowledge and 

sharing unconventional working ethics. New tour concepts and guided walks bring additional 

income generation to the regional economy, whereas planning for new bicycling or walking 

paths could stimulate additional infrastructure development. The final strength of Saarland, 
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with its numerous advancements in product development and marketing, is its ability to serve 

as a role model of well-balanced and prudently managed tourism to its German and European 

counterparts. 

 

5. CASE STUDY UPPER LUSATIA AND LOWER SILESIA 

The second case study analysis deals with the region of Upper Lusatia and Lower Silesia 

(ULLS) that is a border region between Eastern Germany and Western Poland. It pursues the 

same structure as the previous chapter on Saarland, though the deficiencies revealed in the 

region during the research phase are outlined, too. The criteria identified in the case study of 

Saarland will be applied accordingly to the case study of ULLS. Again, the research question 

that guided the overall analysis process will be addressed over the course of the following 

subchapters. The analysis starts with the geographical and historical context that provides the 

outlook on today’s economic situation and thus on the role that cultural heritage and tourism 

play in the development of the region.  

 

5.1 Location and geography of Upper Lusatia and Lower Silesia 

Upper Lusatia and Lower Silesia are both part of an ancient region known as Lusatia. 

Upper Lusatia is the larger area within the region and is located in the federal state of Saxony, 

eastern Germany. Whilst Lower Silesia is partly in Germany at its most southerly point, it is 

predominantly located in Poland, with its historic capital being Wroclaw. Due to this historic 

connection, these areas separated by the German-Polish border are often seen as one region. 

Furthermore, a number of cooperative initiatives and partnerships have been established in 

these areas in the past that gives the grounds to consider it as a one geographic unit. Such a 

cooperation will be given consideration in more detail in the following subchapter. Within 

Germany and in particular within Saxony the region borders with other federal states of Saxony-

Anhalt and Thuringia. Like Saarland, the ULLS region has a strategic location at the border 

triangle between Germany to the west, Poland to the east and the Czech Republic to the south; 

the latter two having entered the European Union in 2004 that marked a new chapter in their 

cross-border relationships (Map 3, 4). The area of the Upper Lusatia derived its name from the 

Slavic tribe of Lusici that has settled this territory around 600 AD. Today the Upper Lusatia is 

also home to the West Slavic minority of Sorbs, the modern descendants of the Lusici that also 

inhabit the nearby area of Brandenburg. There are around 40, 000 people in this region who 

speak the Sorbian language that is part of the Western Slavic languages and mainly resembles 
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Czech and Slovak. In the German-speaking world the term ‘Wends’ is also widely used for 

designating the Sorbs (Afanasyeva et al., 2016). 

The major part of the Upper Lusatia is comprised of two Landkreise (‘rural districts’) 

of Bautzen and Görlitz that occupy a total area of 4, 500 km2. Those counties are further divided 

into municipalities (Gemeinde); in such a way that, Bautzen is comprised of 59 such 

municipalities and Görlitz is made up of 53. The region is home to 566, 758 residents as of 31st 

December, 2015 (Statistics Saxony, 2016). The majority of the population lives in the rural 

areas, while only around 5% inhabitants live in the urban and suburban areas of Dresden that is 

a federal state capital (Nienaber et al., 2015). As for Lower Silesia, it is administratively divided 

among the three Voivodeships, i.e. Lower Silesian, Lubusz, and Opole. 

The scenery of the Upper Lusatia varies significantly. In general, the region possesses 

a great number of natural assets that might be potentially developed into natural tourist 

attractions. The northern part is distinguished by a predominance of moor and pond landscapes, 

whereas the south of the region contains primarily hills and mountains. Most of those hill and 

mountain structures are shaped by the Lusatian granite massif, while the swamps and moors 

were formed at the high groundwater levels. There are the mountain ranges that stretch the 

whole way up to the Czech Republic such as the Oberlausitzer Bergland and Zittau Mountains. 

There is also another diverse mountain range – the Sudetes – that finds itself primarily in the 

Lower Silesian part. The Silesian-Lusatian Lowlands together with the Silesian Lowlands are 

also exposed in the region. The lowlands are characterized by their lack of lakes. However, one 

could find here a number of artificial ponds created in the Barycz basin during the Middle Ages. 

In general, artificial adaptation of this kind occurs in this region quite frequently. For instance, 

numerous post-mining landscapes that remain as part of the GDR legacy are being transformed 

into holiday destinations, a prime example being Lausitzer Seenland which is currently 

developing. The idea is to flood former mines and thus to form twenty-three new artificial lakes 

with a total water surface of 350km2. Supposedly, this new region with immense recreational 

area will become the Europe’s largest lake-district that could be used as a holiday destination 

for tourism purposes. There are many hilly areas well-suited for agricultural purposes. 

However, the annual precipitation ranges only from 650 mm in the northern heathland to about 

900 mm in the south – these levels aren’t ideal for profitable agriculture. 

The region is also rich in natural water streams like well-known Spree, Neisse, and 

Pulsnitz that used to delineate the border with the Meissen territories of the Upper Saxony 
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(previously known as the Saxon Electorate) (Geography and History Guide for Dresden and 

Saxony, 2017).  

 

Map 3. Location of Upper Lusatia in Europe  

 

 Source: Oberlausitz Bilder, 2017  

 

 

Map 4. Location of Lower Silesia in Europe 

 

Source: Schlesien Wikiwand, 2017  
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To the north-west, Upper Lusatia is included into the region of Oberspreewald-Lausitz 

district that is located in another federal state of Brandenburg, whereas the Polish part finds 

itself at the territory of the Lower Silesian Voivodeship. Thus, the ULLS region could be 

rightfully considered as a strategic location at the interface of Western and Eastern European 

markets with the considerable potential for further development whether in the field of tourism 

or euro-regional cooperation. 

 

5.2 Government and historical background  

Over its entire history, the ULLS region has been acting as a political bone of contention 

due to its interesting geographic position. Being once located between Meissen, Bohemia, 

Brandenburg (later Prussia), Silesia, and Poland, the Upper Lusatia has experienced an 

immense shift in its territorial regulation similar that of Saarland. Eventually it has had some 

positive outcomes for the region’s economy due to the enhanced trade relationships among 

those territories involved. Thus, some important trade routes were crossing the Upper Lusatia 

region. Through the formation of the Lusatian League, one of the Germany's strongest ever 

unions, this relatively unknown area gained both political influence and a reputation. This six-

town union of Bautzen, Görlitz, Zittau, Kamenz, Löbau, and Lauban (Poland) existed from 

1346 to 1815 has influenced the development of the entire region by establishing the close ties 

over the years (Schlegel, 2013). In 1815, after the Napoleonic Wars, both Upper Lusatia and 

Lower Silesia became part of the Prussian Kingdom. Additionally, after World War I, Lower 

Silesia was re-organized into the Province of the Lower Silesia of the Free State of Prussia that 

was made up of the Breslau and Liegnitz regions. Indeed, in the 20th century the majority of the 

territories that have been located to the east of the Neisse river were declared Polish territories 

and officially announced to be a part of the Republic of Poland (ibid). Thus, if any projects or 

initiatives in the ULLS region are being planned, several administrative units will be involved 

and thus there are several different decision-making bodies to bear in mind. 

In the context of cultural heritage and tourism, such a rich historical past has been 

reflected partially in the cultural route Via Regia, a route of around 4, 500 km that passes 

through eight countries including the territory of the ULLS region. This route linked the major 

trade spots in the region and so was also used by numerous armies, thus in 1631 and 1642 two 

important battles during the Thirty Year’s War took place near Leipzig. The route is also used 

as a pilgrimage route (Via Regia Cultural Route - Council of Europe, 2008-2017). At this point, 

it is also important to mention the cultural German-Polish enmity that has formed and 
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accumulated over the centuries. During the Franco-Prussian War of 1870-1871 the similar 

sentiments though between Germans and French were observed at the opposite side of 

Germany, i.e. in Saarland. It played its contribution in full during the German unification and 

the World War I but ultimately it was vanquished after the World War II. Consequently, the 

French-German relationships were even strengthened and became in a way a key to what is 

understood today as the European integration.  

As it was evidenced in the previous subchapter the numerous successful cooperative 

initiatives between Saarland and its immediate French neighbor took place. The authorities of 

both regions work hard towards creating a common European identity; the bilingual schools 

and universities where the true European spirit could govern are founded, cultural routes and 

joint partnerships are established and in general many foreign-policy errands are run together. 

Saarland’s cooking style today could be characterized as a combination of the regional 

specialties with some peculiarities of haute cuisine from France. However, the German-Polish 

relationships hardly could be designated as positive and beneficial as those found in the west 

between Saarland and France. The cultural enmity left in the aftermath after World War II was 

strong enough so that those tales of the past could be still echoed nowadays. Between 1945 and 

1946 about 5 million Silesians of German descent were fled; the Poles have committed 

atrocities comparable to those performed earlier by Nazis on the Silesian Poles. After decades, 

the older generation still keeps the memories about that time (Lukowski and Zawadzki, 2001). 

Hence, due to the lack of common positive experiences and landmarks in the history along with 

the physical distinctiveness, there is no place for the concept of a as a regional identity within 

this case study region. 

In fact, demographically the ULLS region could be characterized as a region with a 

predominantly ageing society. According to a study performed within the DERREG 

Framework ‘the population projections [in the ULLS region] estimate a further decline to 505, 

600 (-15,5%) until 2025’ (Burdack et al., 2007: p.6). Such a decline could be explained by both 

birth deficits and migration losses. The latter one poses particular age-related problems, i.e. 

‘younger and well-educated people leave the region, and especially younger women’ (ibid). It 

was also noticed that the biggest wave of migration happened after the German unification, 

when flows of the population groups began to head to the West in search of better employment 

conditions and thus a better life. However, nowadays the same situation takes place but with 

the only change that people also leave to the neighboring urban areas such as Dresden and 

Berlin.  
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Ironically, not that many people relocate to the ULLS region for work, studies or family 

motives, since it has probably the least attractive profile for internationals compared to other 

similar areas across Europe and in particular Germany. Within the same study conducted it was 

revealed how poor ‘the situation of immigrants in a rural area with a low share of foreign 

population’ is (ibid: p. 9). It was concluded that such an aloofness presented in the region (even 

after twenty years after reunification) could eventually turn into the biggest threat to the 

development of the region. Thus, despite its beneficial location at the border triangle and its 

richness of valuable resources, the ULLS region’s historical legacy, and thus shaped 

conservative local mentality could influence how the implementation of the programmes or 

initiatives requiring intercultural communication or transnational cooperation takes place.  

The analysis of the area has revealed gaps in the existing underdeveloped infrastructure. 

There is a severe shortage of convenient bus and train connections as well as housing facilities. 

Basically, the whole ‘set’ of services that facilitates tourist arrival to the region, and thus boosts 

touristic activities, are inadequate and in need of innovative actions that enable those peripheral 

areas to generate the wider range of socio-cultural and economic benefits that come with the 

development of a successful tourism industry.  

  

5.3 Economy and regional cooperation 

The formation of the GDR in 1949 has significantly influenced the economic 

development of the Upper Lusatia and Lower Silesia. With the growing industrialization that 

took place, the region became a centre of energy production. Until 1989 the ULLS region was 

indeed the largest lignite producer in the world, extracting more than 300 mln. tons per annum 

from its 33 open pits. However, all these activities culminated in a dramatically changed 

landscape, including but not limited to: contamination of surface water and groundwater, air 

pollution, the disappearance of entire villages. 

As opposed to Saarland’s successful shift from mining as its leading industry, the key 

activities in the ULLS region are still centered on the industrial sectors such as metal processing, 

mechanical engineering and plastic technology (Statistics Saxony, 2016). Similarly, the region 

of Lower Silesia focused on the primary sector, contributing to the regional and Polish economy 

via its active agricultural base of potato and cereals. Nevertheless, the ULLS region was on the 

edge of collapse in 1992 after the Economic and Monetary Union launched the region into the 

free market following German reunification (Nienaber et al., 2015). Thus, even with its 

numerous industrial premises and predominant technical sectors the ULLS region was 
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considered as a lagging region once compared to its Western counterparts due to its comparative 

inefficiencies that meant they weren’t competitive in the new market conditions. This forced 

premises to terminate operations, thereby stimulating mass emigration as people had to search 

for new employment (ibid). 

In the modern economic climate, one of the most promising areas for a region to develop 

is a renewable energy sector. However, a major barrier to this kind of development is the 

mindset of local people. Those living in the ULLS region tend to be more conservative and thus 

tend to distrust these new technologies. This isn’t helped by wind turbines and biogas facilities 

being erected in close proximity to the locals without consideration for the noise pollution and 

aesthetic damage to the landscape (Nienaber et al., 2015). 

Contrastingly, the neighboring area of Brandenburg has been relatively successful in 

this field with a prime example being the village of Feldheim which runs entirely on renewables. 

It is important to note that Feldheim does not aim to act as a tourist destination for those 

interested in the sort of sustainable rural development espoused in Kitchen and Marsden’s 

(2009) ‘Beyond the Eco-Economic Paradox?’ – which highlights how ecological economics 

can contribute to the rural development paradigm. However, Ms. Thompson (an Englishwoman 

working as a tour guide in the village interviewed by the author during a personal visit) explains 

that its sustainable nature attracts lots of visitors to the area, more so than a cultural attraction 

like a castle would do. Thus, marketing this innovative village as a tourist destination might be 

worthy of some attention in the future. 

This notion of a sustainable rural economy is even more pertinent when looking at 

‘environmentally-affected’ regions like the ULLS region. The creation of innovative products 

like the Lausitzer Seenland – transforming former lignite mines into the largest artificial 

Lakeland in Europe – could become the focal point in building successful rural economy on a 

balanced footing, with tourism playing a key role. Interestingly, whilst both counties of Bautzen 

and Görlitz outline tourism as a potential leading economic factor, not that many measures have 

been implemented to further this aim (the most recent tourism and marketing strategy dates 

back to 2011). The region is also over-reliant upon external investment and larger firms 

(especially decision-making of the latter) so there are low rates of innovations, exports and firm 

openings (ifo Institut für Wirtschaftsforschung Niederlassung Dresden, 2005). 

Even though the ULLS region gives a slight impression of an isolated (both 

economically and socially) region, it does have a general cross-border dialogue: Euroregion 

Neisse-Nisa-Nysa. As it was already pointed out in the case study of Saarland, the notion of the 
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Euroregion involves the transnational cooperation and thus the close relations between different 

countries in the European territory. Since 1991, the ULLS region collaborates with the 

neighboring Czech Republic and Poland in core areas like tourism, education and economy. As 

it states on the official website of the Neisse-Nisa-Nysa Euroregion, this cross-border 

cooperation was born out of the abundance of post-war hardships like: damaged environment, 

low border permeability, poor infrastructure, and language barriers. Formal cooperation 

involves membership in three distinct associations: the Polish Stowarzyszenie Gmin Polskich 

Euroregion Nysa, the Czech Euroregion Nisa regionalni komunalni sdtuzeni mest a obci 

severnich Cech and the German Kommunalgemeinschaft Euroregion Neisse e.V. Thus, this 

Euroregion amounts to 206 territorial units covering towns, municipalities, rural districts within 

the administrative borders of Lower Silesia and Lagow Voivodeship, Saxony and the northern 

part of Czech Republic (Kodeniec et al., 2002).  

In this Euroregion, the Giant (Krkonose/Karkonosze) Mountains can be found. The 

mountain’s four vegetation belts – from alpine to submontane – mean that this picturesque area 

has a high level of biodiversity and has thus been given Biosphere Reserve status. Due to its 

dual nationality (being shared between the Poland and the Czech Republic), the reserve is run 

by the Czech-Polish Biosphere Reserve Bilateral Board, an umbrella organization in place since 

1992. The Board manages nine working groups, whose work includes tourism, nature 

conservation and local community involvement, as well as balancing management if the less 

developed/heavily forested Polish side with the predominantly meadow/infrastructure-heavy 

(mainly chalets and sports facilities) Czech side (UNESCO MAB Biosphere Reserves 

Directory, 2007). Numerous mineral springs and watering places are located on the territory of 

the Euroregion which, along with traditional Sorbian folk architecture, provide avenues 

development as part of a tourist strategy based on health and culture. 

Since the official accession of Poland and the Czech Republic to the European Union, 

the region has started to benefit significantly in terms of financial support. Interestingly, in 2010 

the European Union ratified the Europe 2020 Strategy that aims to provide intelligent, 

sustainable and inclusive growth of all the member states. Thus, the Europe 2020 Strategy 

represents the most important development (employment, innovation, energy, etc.) 

requirements for the cohesive policy in the funding period of 2014-2020 and is driven by seven 

flagship initiatives. The initiatives are primarily in the innovation field, aiming at the 

strengthening of SME and entrepreneurial competitiveness, resource protection, training and 

education. 
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Thus, within the implementation of the Europe 2020 Strategy two essential programmes 

within the Euroregion Neisse-Nisa-Nysa have been started. One is the cooperation programme 

to promote the cross-border cooperation between the Free State of Saxony and the Czech 

Republic 2014-2020 under the European Territorial Cooperation Objective. The main 

objectives of this Programme are intelligent growth that targets the development of the 

knowledge-based and innovation economy, sustainable growth that delivers an ecological and 

competitive economy, and finally inclusive growth that aims to promote an economy with 

socially-inclusive employment (ERDF, 2015).  

The second cooperation programme between the Free State of Saxony and Poland is to 

be implemented within the sub region of Jelenia Gora in Lower Silesia and the Zarski rural 

district in the Lubuskie voivodeship on the Polish side and in the counties of Bautzen and 

Görlitz, part of the Free State of Saxony on the German side. It is also possible to implement 

the projects with involvement from partners from outside of the assisted area, provided that the 

project benefits the programme area. Financially, there is approximately 70 mln. euros from the 

ERDF available for the implementation of the Programme. The central goal is to strengthen the 

cooperation in order to overcome the development barriers in the Polish-Saxon border area. 

Among the major priorities the four directions defined are:  

1) common natural and cultural heritage (available financial resources for the 

programme implementation: 21,7 mln. euros); 

2) regional mobility (available financial resources for the programme implementation: 

13,6 mln. euros); 

3) cross-border education and training (available financial resources for the 

programme implementation: 10,14 mln. euros); 

4) partnership and institutional potential (available financial resources for the 

programme implementation: 20,36 mln. euros). 

The cooperation programme also includes Kleinprojektefonds, a small-scale project 

fund that has been implemented by the Polish and German offices of the Euroregion Neisse-

Nisa-Nysa (ERDF, 2015). Additionally, a specific project, Pontes, has been launched in August 

2014 within the ongoing cross-border cooperation. Both projects act to create a tri-national 

education network in order to pursue the third priority as education is crucial to fostering 

innovative and culturally-aware citizens. This Euroregion is the perfect laboratory for 

promoting such cultural awareness due to its shared and unique Sorbian community allowing 

common educational purposes/curricula from kindergarten to college. 
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Another good initiative that was set up by the Polish and Czech sides is the Eures-

TriRegio, an employment agency that sets its goal towards building a harmonized and well-

functioning labour market with active social standards and respectful wages. Thus, both 

employers and future employees from the Polish and Czech regions are informed about the 

situation at the ULLS job market in their respective languages. Those in the ULLS region who 

seek jobs elsewhere are informed about the offers in the Czech Republic and Poland in the 

German language, too (Nienaber et al., 2015).  

Along with the above-mentioned international cooperation there is also a number of 

regional efforts to be mentioned that were introduced recently. The Federal Government of 

Germany as well as state and local government actors pay much attention to the development 

of peripheral areas, since the major part of the country can be defined as rural. The rural areas 

are often affected by demographic shifts (as seen with the ULLS region) so safeguards need to 

be implemented to maintain living conditions for all in the long-term. Thus, the Federal 

Ministry of Transport and Digital Infrastructure has initiated the nationwide model project 

‘Long-term safeguarding of supply and mobility in the rural areas’ / ‘Langfristige Sicherung 

von Versorgung und Mobilität in ländlichen Räumen’. The idea is that the affected regions 

should develop innovative concepts to provide services, namely mobility, based on their 

regional population along with their long-term development strategies. The so-called 

‘cooperation space concept’ / ‘Kooperationsraumkonzept’ plays a vital role in creating concepts 

(at a short-term and local scale) that can be used in the long-term on a larger scale. Another 

critical point is the involvement of the local communities into the decision-making process 

along with the politicians, administration, and providers of the services to create a sustainable 

solution that works for all stakeholders. As of today, there are 18 model regions all over 

Germany that were chosen for this initiative out of 30 suggested concepts. The selected regions 

will be supported in their research-related measures by the federal grants for a period of over 

two and half years. Both case study regions have areas chosen for this initiative. In Saarland, 

the administrative district of Merzig-Wadern is participating, focusing on using a flexible mix 

of different mobility options, especially deploying technology for networking, information, 

booking and payment processes. In the ULLS region the pilot area of Bautzen-Görlitz was 

selected. The goal there is to develop the strategic cooperation space with the focus on 

development of the local infrastructure (Federal Ministry of Transport and Digital 

Infrastructure, 2016). 
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Thus, the region of the Upper Lusatia and Lower Silesia has clearly gone through many 

changes (positive and negative) over its long, and often controversial history. A key part of its 

story being its almost half a century under Soviet/GDR rule, whose still legacy prevails today 

economically, socially and politically, such that the region is seen to lag behind others in 

Germany and Poland. This is primarily due to a demographic change that is hindering the 

economy but positive efforts are being made in terms of cooperation. Due to its rich heritage of 

both nature and culture as was seen in Saarland, it is in a strong position to develop local 

prosperity, provided it utilizes its resources for tourism and markets them effectively, as will be 

discussed in the following subchapters. 

 

5.4 Tourism in Upper Lusatia and Lower Silesia 

  To understand the general situation with the tourism industry in Eastern Germany the 

author again resorted to the statistics provided by the Sparkasse Tourism Barometer. As it is 

stated in the Annual Report prepared for the region of Saxony, the overall tendency looks 

positive with tourist numbers increasing in both 2014 and 2015. For instance, for the entire 

2014 year this number has grown by 3,4% compared to the previous year. In the period from 

January to July 2015 about 4,09 mln. visitors came to Saxony that is 1,3% more than the number 

of the visitors in the same period of the previous year. In addition to the overnight stays, there 

are numerous day trips taken by tourists to various destinations across the ULLS region. 

(Finanzgruppe Ostdeutscher Sparkassenverband, 2015).  

 Dwif-Consulting’s research shows that about 15,8 mln. day trips took place during 

2012-2013, that means a ratio of more than eight-day trips per one overnight stay. It was also 

estimated that overall around two mln. day trips were made to: the nature park Zittau 

Mountains, Neisseland, and the UNESCO Upper Lausitz Heath and Pond Landscape Biosphere 

Reserve including the town of Bautzen. Between one and two mln. day trips were made to: 

Lausitzer Seenland, Dresdner Heidebogen, and West Lusatia. The holiday region of 

Oberlausitzer Bergland has received up to one mln. day trips. However, the Tourism Barometer 

sees East German tourism as one that is in its so-called ‘mature phase’ / ‘Reifephase’, i.e. if it 

wants to be competitive within Germany and also internationally, then it needs to initiate new 

growth. The main suggestions outlined were extending the tourist season and significantly 

investing in tourism-related services (ibid). 

 As general tendency, the East-German tourist industry is heavily reliant upon the 

domestic market with almost 94% of all the overnight stays in Eastern Germany made in 2014 
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by German guests, whereas the share of overnight stays by foreign guests in Germany as a 

whole was almost three times higher than in the ULLS region at 17,8%. At the same time, out 

of all the regions in East Germany, Saxony makes the best use out of the foreign tourism with 

its abundance of historic buildings and natural treasures. According to a survey conducted by 

the German National Tourist Board / Deutsche Zentrale für Tourismus among the foreign 

visitors from forty countries, out of the top 100 most attractive sights (tourist magnets) in 

Germany, seven are in Saxony. For example, Frauenkirche in Dresden, Sächsische Schweiz 

National Park and Dresdner Altstadt are ranked No. 15, No. 19 and No.22 respectively 

(Statistical Office Saxony, 2015). In terms of foreign tourists’ overnight stays, Saxony’ share 

in East German tourism market was 37,8% in 2014. From 2004 to 2014, the number of 

overnight stays made by foreign guests in Saxony grew by 69%, thereby exceeding the 

development of demand experienced by both East Germany (55%) and Germany (67%). Table 

7 gives the data on the ten strongest foreign source markets in 2014 based on the number of 

commercial (i.e. registered) overnight stays in the ULLS region: 

  

Table 7. The ten strongest foreign source markets in 2014 that brought the tourists to the ULLS region 

(source: Marketing Plan 2016 of the economic and holiday region of the Upper Lusatia, 2016) 

 

 In 2014 the study ‘Destination Brand 14 – The Profile of German Tourist 

Destinations’ was conducted to assess the target groups heading to the ULLS region. Hence, 

the German population was asked which attributes/features they would use to describe the 

Upper Lusatia region (MGO, 2016). The following answers were obtained:  

 

DE EN  Percentage 
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ländlich geprägt rural  81% 

gastfreundlich  hospitable 77% 

authentisch  authentic  76% 

ehrlich/glaubwürdig  honest/trustworthy 74% 

abwechslungsreich   diverse  69% 

attraktiv attractive 68% 

familienfreundlich family-friendly 65% 

hochwertig premium-quality  64% 

kulturell interessant  culturally interesting 62% 

serviceorientiert  service-oriented  62% 

Source: ibid (English version is provided by the author) 

 

 Thus, following the results of the survey, the features least frequently described – 

service orientation and cultural interest – should be emphasized when marketing the region. 

 As it is also stated in the marketing plan prepared by MGO, another key to the 

successful regional development is the engagement of the enterprises and service-providers ‘on 

site’ along with:  

- strong cooperative structures that involve the service providers both in the product 

development and marketing stages; 

- continuous, goal-oriented, image-based marketing; 

- setting the right priorities in the key industries like economy, industrial areas, and 

tourism; 

- the target group-oriented approach in reaching the customers; 

- cooperation with the institutions at the national or transnational level such as Saxony 

Economic Development / Wirtschaftsförderung Sachsen GmbH, Dresden Chamber 

of Industry and Commerce / Industrie- und Handelskammer Dresden, Chamber of 

Crafts / Handwerkskammer Dresden, Tourism Marketing Association Saxony mbH 

/ Tourismus Marketing Gesellschaft Sachsen mbh and the Euroregion Neisse-Nisa-

Nysa. 

 To reiterate, the biggest contribution in the overall Saxony tourism statistics is still 

mainly scored by the big cities like Dresden or Leipzig, whereas the rural areas stay in the 

background. Already poor performance was aggravated by the flooding year of 2013. As it was 

stated in one article ‘between May 26 and June 2 of this year [2013], 22.76 trillion liters (6.01 
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trillion US gallons) of rain fell in Germany’ (SPIEGEL Online, 2013). The German government 

has estimated the damage and material losses at approximately 1,5 bln. euros. Apart from the 

physical destruction and disturbances in services that followed the flood, an obvious decline in 

the tourism numbers has been evidenced. Even if the companies were not directly affected by 

the flood, the number of visitors to those restaurants, hotels, shops, museums or cultural 

institutions dropped remarkably.  

 However, a year after in 2014 the number of overnight stays slowly started to go up 

again. For instance, in the Saxon Switzerland it rose by 9% and in Dresden by 7,6%, meanwhile 

in Oberlausitz-Niederschlesien by 0,8%. In the first 7 months of 2015 the number of the 

overnight stays in the Saxonian Burgenland and Heideland increased by 6,9%, whereas in the 

Oberlausitz-Niederschlesien by 2%. About 10,79 mln. people have visited 80 culture and 

leisure facilities in Saxony in 2014, yet the museums and exhibitions (+9,9%) were particularly 

in demand in the first half of 2015. With regard to the guest satisfaction Saxony holds the second 

place nationwide and the first place in the East Germany. The TrustYou Platform, the world’s 

largest guest feedback platform has highly evaluated Saxony and gave it 81,8 points out of 

possible 100. The nationwide average score is now 80,3 points and in East Germany it is 80,8 

points. Areas with the most satisfying companies were those in Oberlausitz-Niederschlesien 

and Dresden (both 83,1 points) (Finanzgruppe Ostdeutscher Sparkassenverband, 2015). 

 Those involved in the tourism industry clearly understand the importance of the 

modern technologies and their potential positive impact, however, it is not the case with the 

ULLS region, where the target group is mostly 50+. As Carla Liebisch, a 51-year-old owner of 

the small wellness hotel in the Zittau Mountains, states ‘‘I come from the older generation and 

thus everything that runs out there online is actually not my thing’’. She has managed her hotel 

for six years now and is connected to the most important evaluation portals, e.g.: Trip Advisor; 

despite personal dislikes and biases she understands that 90% of the overall recommendations 

of her hotel directly depend on her guests and their online presence. Nevertheless, Ms. Liebisch 

still relies heavily on word of mouth (Mitteldeutscher Rundfunk Sachsen, 2017). Such thinking 

should be carefully considered while planning on tourism and culture projects and their 

marketing in the regions of the East Germany and, in particular, in the ULLS region. 

 Another essential point mentioned in the same article of the MDR Sachsen is the 

decrease in the number of guest houses and accommodation companies in Upper Lusatia by 

more than 7% in recent years, whilst the number of the apprenticeship contracts in the catering 

industry has more than halved. As Detlef Hamann, the Chief Executive of the Dresden Chamber 
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of Industry and Commerce and vice-president of the State Tourism Association / 

Landestourismusverband states, ‘‘the restaurant culture across the whole area of the ULLS 

region and some nearby peripheral territories is simply dying’’ and he has not yet figured out, 

how to stop this sad phenomenon. However, he suggests that the solution might lie in final 

building a common regional identity as in many other regions across Germany that might enable 

different organizations and representatives to work as one.  Mr. Schwarzbach, Chief of the 

Zittau Chamber of Industry and Commerce corroborates this: it is something essential that 

Oberlausitz needs to finally develop a sense of identity, and thus enable it to share its rich 

culture and unforgettable landscapes with the rest of the world (Mitteldeutscher Rundfunk 

Sachsen, 2017). This idea again could play a crucial role in the further planning of the actions 

in culture and tourism product development and its marketing. 

 It should be noted that in general the market share of East Germany in many 

classifications and labels has steadily increased since 2011. In 2014, 279 establishments across 

the Saxony were certified with the seal of quality ‘Service Quality Germany’ / ‘Service Qualität 

Deutschland’, while there were 4,066 certified establishments nationwide as of February 2014. 

According to the DEHOGA hotel classification7 the current share of the classified hotels in 

Saxony is 44% that corresponds to 244 enterprises, meanwhile a total of 8,907 establishments 

are classified in accordance with this hotel classification in the whole Federal Republic of 

Germany as of 2015. Five federal states have achieved the top rankings in the Bed+Bike 

category with around 22% (Finanzgruppe Ostdeutscher Sparkassenverband, 2015). 

Additionally, the price-performance ratio in the cities of the East Germany is already rated as 

very good. Such qualitative work in Saxony should only be further sustained and continued. 

The cities score points for reasonable prices, good service and friendly staff. However, by the 

majority of the rankings there are predominantly the cities that score, although not the rural 

towns or peripheral countryside, where the service is yet to be improved and its marketing to 

be rethought. 

  As it has been seen, on the regional level there is a relatively positive impression of 

the tourism industry in Saxony, however the profits are mainly taken by Dresden and Leipzig 

in the first place. With a closer look at the peripheral areas, a number of impressive challenges 

arise which need to be overcome. As Ms. Ines Kunzendorf from the Association of the Sorbian 

Cultural Tourism stated, there are still few providers in the rural areas with regard to the well-

                                                           
7 The German Hotel and Catering Association that is responsible for the hotel classification/Deutsche Hotel- und 

Gaststättenverband (DEHOGA) 
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functioning tourism services chain (gastronomy, accommodation, etc.) and culture tourism 

offers. She mentions that more and more gastronomic establishments close every day because 

some just cannot provide appropriate opening hours (Kunzendorf, 2017). Another significant 

problem mentioned previously in the subchapter ‘Government and Historical Background’ is 

the changing ageing structure. Due to the lack of jobs and training places, mainly young people 

have left and keep leaving the area. This also means the shortage of labour in the rural areas, 

especially in accommodation and catering. It is thought to bring back young families through 

implementing innovative place-based initiatives like the LEADER programme. Hence, the 

overall quality of life in rural areas (specifically the Upper Lausitz Heath and Pond Landscape 

or Lausitzer Seenland) along with provided tourism services (restaurants, accommodation, etc.) 

are expected to improve (ibid). 

 In defiance of all expectations, the ULLS region appeared to possess an immense 

amount of various assets available. As found during the research, the region is endowed with 

resources in all the tourism categories (see Figure 7, p. 32) outlined earlier in the case study of 

Saarland and even more. However, due to the insufficiency of financial investments, lack of 

expertise and/or old-school methods those assets with a great potential to bring the socio-

cultural and economic benefits to the region are not handled in a way they should be. The lack 

of coordination among all the stakeholders involved plays a part, too. 

 Today, all tourism and marketing-related activities in the region are run by the 

Marketing Association of the Upper Lusatia and Lower Silesia / Marketing-Gesellschaft 

Oberlausitz-Niederschlesien mbH (MGO). The MGO acts as a responsible body for the regional 

management. Among the other shareholders in the counties of Bautzen and Görlitz are, 

Sparkasse Oberlausitz, and the Tourism Association of Upper Lusatia and Lower Silesia / 

Tourismusverband Oberlausitz-Niederschlesien e.V. (TVO). The core activities of the 

organization cover the implementation-oriented development and professional marketing of 

Upper Lusatia in the national and also international market firstly as an economic region and 

secondly as a holiday and culture region. Thus, this region positions itself in two dimensions, 

at least that is how it comes across in the social media and in various regional documents such 

as local development strategies or marketing plans.  

 Among the key industries outlined are: mechanical engineering, metal processing, 

energy and food industry, tourism and leisure activities, information technology, plastics 

technology, and innovative textile industry. The proximity to the business centers such as 

Dresden, Leipzig, Berlin, Wroclaw / Breslau (Poland) and Prague (Czech Republic) makes the 
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region of the Oberlausitz quite attractive for big corporations and some SME. As it could be 

seen the focus on economic side is rather strong, whereas the culture and tourism sectors are 

slightly overlooked. Nevertheless, due to its promising potential, as well as its diverse and rich 

heritage, the ULLS region has been selected as one of the main destinations to participate in the 

federal project ‘The destination as a stage: how does cultural tourism make rural regions 

successful?’ / ‘Die Destination als Bühne: Wie macht Kulturtourismus ländlichen Regionen 

erfolgreich?’ The Federal Ministry of Economic Affairs and Energy has recently launched this 

project, which aims to enable the rural areas to better market and promote their cultural 

offerings. Thus, the design and implementation of various concepts for different cultural 

tourism offers in numerous model regions are to be researched until June 30, 2018 through the 

joint efforts of: the German Tourism Association / Deutschen Tourismus Verband, DIW Berlin, 

mediamare Consulting GmbH, dwif-Consulting GmbH, and Kulturexperten Dr. Scheytt GmbH. 

 The goal is to develop successful practices and facilitate the exchange of ideas 

between different regions which face similar issues while implementing the projects, thus at the 

end everyone would be able to learn from each other while also benefiting from the resultant 

networking. A critical part of this project is the creation of the online dialogue platform 

culturcamp.de, where the users can discuss the questions related to the project implementation 

and management, comment on the content, contribute their own ideas, experience or share 

criticism or just get some inspiration from the other participants. Initially there were only three 

participating regions, i.e. Oberlausitz-Niederschlesien, Ostfriesland, and Zugspitzregion; 

although recently two more regions have been added, i.e. Mecklenburg Seenplatte and Anhalt-

Dessau-Wittenberg. Thus, by the end of the project three main outcomes are expected to be 

achieved, namely:  

- development of the potential of art and culture, including, for instance, networking and 

marketing of cultural institutions (museums, orchestra, theatre, etc.), staging of 

landscape and culture (special venues, sculpture gardens, thematic production) as well 

as customs and cultural assets of the daily culture;  

- networking and professionalization; hence, the cooperation between the tourism and 

culture professionals should be strengthened; the aim here is to develop the long-term 

and robust structures that will enable the professional marketing of the cultural tourism 

assets;  

http://culturcamp.de/
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- qualification and practical implementation support; in the model regions, the marketable 

product combinations will be supported by an implementation manager who mentors 

and supervises the local activities launched after the project is over;    

 In such a manner, the ULLS region among others expects to see remarkable changes 

in the tourism field in the nearest future and hence is more open to suggestions and 

recommendations on innovative actions that could bind tourism and culture, simultaneously 

bringing profit to the regional economy at the same time. 

 

5.4.1 Tourist product development in Upper Lusatia and Lower Silesia 

As it has been evidenced in the previous subchapter tourism plays an important role in 

the region of Upper Lusatia and Lower Silesia. It is positioned as one of the two main drivers 

of the regional ‘image’ with the ULLS presented as a holiday region along with it being an 

economic region. Also mentioned before, all the tourism and marketing-related activities in the 

region as of today mainly run by the MGO along with its affiliate TVO. The latter one was 

founded in 1990 with the aim to promote the development of tourism in the ULLS region. Its 

main tasks include:  

- Cooperation with the counties, cities, municipalities as well as all those involved into 

the tourism development  

- Influence on regional planning and decisions taken with regard to the spatial planning, 

especially nature and landscape protection 

- Submission of proposals on transport arrangement and facilitation of all the other 

tourism-related links 

- Consulting and implementation support of the tourism association members in their 

endeavors to improve the existing projects and/or manage the new ones 

- Representation of interests of the association members in the various committees 

- Commitment to the revival, preservation, and maintenance of the cultural traditions and 

customs 

- Cooperation with the Saxony State Tourism Association / Landestourismusverband 

Sachsen e.V. and other associations, for instance with those located in the Brandenburg 

federal state  

- Collaboration with the touristic organizations in the neighboring states, specifically 

within the Euroregion Neisse-Nisa-Nysa  
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- Organization of the exchange of information and experience between the association 

members;  

The central communication element is the umbrella brand Oberlausitz and the brand-

based corporate identity. The graphic implementation of the corporate design in particular the 

cover page layout used in publications is graphically similar to the location-based marketing 

strategy of Saxony. The only difference appears to be the USP specific to the area of the ULLS 

region. 

Most notably the consistent implementation within the product lines (with this umbrella 

brand) in tourism and economy dimensions helps the publications produced to achieve greater 

quality, to gain the better recognition effect, and finally to acquire more acceptance among the 

target groups. The existing Corporate-Design-Manual Oberlausitz gives a detailed description 

on the style of the cover pages of the printing materials but leaves room for the inner design. 

The manual also provides some further suggestions on the usage of other marketing instruments 

like colour design, that is applied systematically in other related activities such as presentations 

and/or publications. In 2014 the corporate design was also added for the product line of 

Oberlausitz as an economic region. Figure 18 shows the available colours for each product.  

 

Figure 18. Colour Design according to the product line   

 

Source: Marketing Plan 2016 of the economic and holiday region of the Upper Lusatia, 2016 

 

Interestingly, this umbrella brand is still running under its trial period at the moment, 

and is due to end on July 31, 2017, although the MGO has protected it as a registered 

word/image trademark at the German Patent Office in Munich. The idea to introduce an 

umbrella concept was reasoned by a number of beneficial advantages such as:  

- unified marketing strategy and recognition effect of the region as a whole 

- the potential for all the regional products and brands under Oberlausitz to benefit from 

the brand recognition  
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- easy introduction of the new products and product brands using Oberlausitz name 

- the possibility for the enterprises and tourism service providers to get involved into the 

smaller submarkets; 

The Oberlausitz brand should work strategically both ways, i.e. it should be 

comprehensively integrated into the region as well as outside of the region both nationwide and 

internationally. At the regional level, it is supposed to be implemented by:  

- identification of citizens with the Oberlausitz image  

- development of the regional cycles for the product development  

- representation of the regional quality of life  

At the national level, it is supposed to be implemented by: 

- comprehensive national and international marketing of Oberlausitz as an economic, 

holiday, and cultural region of Oberlausitz  

- presenting Oberlausitz as an inclusive, cultural, touristic, and economic destination with 

the overall goal to make Lusatia known; 

As it is seen from the analysis, the ULLS region possesses quite ambitious and far-

reaching (though hardly implemented) plans. The absence of concrete organizational structure, 

deadlines, budget allocation and sound communication among the excessive number of the 

stakeholders involved is too evident. At this point it should be noted, that in 2011 an additional 

cooperation agreement between a number of active ‘tourism actors’ or so-called touristische 

Gebietsgemeinschaften (TGG) (just to name a few: Oberlausitzer Heide- und Teichlandschaft, 

Naturpark Zittauer Gebirge / Oberlausitz, NEISSELAND, etc.) and the city of Görlitz / 

Zgorzelec GmbH (EGZ) has been concluded. In February 2015, the partners reaffirmed their 

intentions to cooperate further, which was jointly supported and financed. A closer liaison with 

the MGO and the other partners in the Neisse-Nisa-Nysa region is foreseen (Lausitz Branchen, 

2015).  

As it was reported in the Lausitzer Rundschau, such a cooperation is not new to the 

region, however, to implement the related measures a detailed joint one-year plan, with the 

Lower Silesian Upper Lusatia organization (Eno) / Niederschlesische Oberlausitz Organization 

as a coordinator, has been initiated. This includes, for instance the coordinated visit of trade 

fairs, the organization of training courses and workshops for tourism providers, etc. In addition, 

the joint printing materials to be developed like a leisure and bicycling card from Bad Muskau 

to the Zittau Mountains / Freizeit- und Radkarte von Bad Muskau bis in das Zittauer Gebirge, 
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flyers on the topic of camping and caravanning as well as the brochures about the Oder-Neisse 

cycling path (Lausitzer Rundschau, 2015). 

According to the research conducted by the dwif-Consulting, the ULLS region (in 

particular Görlitz and Bautzen areas) is too broad to be embraced with one concept that satisfies 

all the participants; it might stem partially from the professional presentation of the region as a 

whole and often fragmented external marketing (dwif-Consulting, 2015). Hence, some of the 

TGG already address their potential guests professionally, i.e. with the visually appealing 

websites, clear structure and involving content, high-quality photos and use of social networks, 

demonstration of particular features and/or USP. For instance, some of the TGG such as the 

Nature Park Zittau Mountains already appears fairly likeable and enchanting to the tourists 

without actual falling back on the overall Oberlausitz brand (ibid). However, some of the TGG 

still reveal the urgency for significant improvement. Additionally, not always attachment to the 

Oberlausitz region manifested through the usage of the MGO logo in printing and online 

materials as an example is clear enough (ibid). Thus, there is a desirable need for introducing 

additional initiatives and innovative actions with regard to the product development and 

marketing, namely introducing new ways of cross-sectoral collaboration and performing policy 

adjustments. As stated by Hjalager ‘collaborative efforts among homogenous actors at the 

destination level will advance innovativeness’, and hence will enhance the economic well-being 

of the region (Hjalager, 2009). 

 

5.4.2 Examples of tourist product development in Upper Lusatia and Lower Silesia 

As mentioned above there are a number of actors involved in the tourism and marketing 

activities in the ULLS region. However, the dominating role belongs to the MGO that is in 

charge of the initial launch of various product lines and its further promotion and development. 

In the course of the research analysis a number of tourism products similar to the ones in 

Saarland were identified that could be classified into the following categories:  

- nature & sports (bicycling, hiking, water-based tourism, winter tourism; garden culture) 

- culture & heritage (cultural routes, historical alliances, Sorbs culture and architecture, 

industrial heritage-themed tours) 

- culinary tourism (bier brewing, fish-tasting weeks, cheese tours, Sorbian cuisine) 

- health & wellness (spa complexes, saunas, rehabilitation centers, therapeutic massages, 

beauty treatments, healing springs) 

- events (handicraft workshops, exhibitions, local festivals); 
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Due to the excessive number of stakeholders involved, along with the contrasting 

paucity of funding possibilities/sources, the range of the product quality and strategies for its 

implementation also varies greatly. However, there are a number of noticeable initiatives and 

programmes that embody the innovative concept/approach which special mention will be given 

to in this subchapter. One of them is the trilingual Internet portal – via gustica – launched back 

in 2013. Being designed by several partners, i.e. Sandstein Neue Medien (lead partner), MGO, 

Lower Silesian Chamber of Commerce, and Lower Silesian Agricultural Advisory Centre, the 

project was funded within the 2007-2013 Operational Programme of the cross-border 

cooperation between Saxony and Poland. Additionally, the European Union provided some 

financing for the funding period of 2007-2013 in order to strengthen the neighborhood German-

Polish collaboration at the border region and hence to support those German and Polish partners 

who work together towards economic, cultural, and social cohesion (Das Polen Magazin, 2013). 

The portal presents the first of its kind to attempt to perform the cross-border and multilingual 

marketing of the ULLS region (Figure 19), in such a way the platform invites the guests to 

discover the cultural treasures, unique nature, and to enjoy fantastic culinary specialties. 

 

Figure 19. Via gustica attractions map of the Upper Lusatia and Lower Silesia region 

 

Source: Via gustica Internet portal, 2013  

 

The website is available is three different languages, i.e. German, Polish, and English 

and offers information on different sections such as attractions (tourist regions, sights, events), 

fun and recreation (leisure and sports, castles and gardens, countryside and landscape, health 
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and spas), culinary delights (regional specialties, gastronomy guide, regional producers, 

recipes), tradition and crafts (local crafts, crafts in action (via workshops in the art mill, art 

pottery, art gallery, artisanal woodcarving manufactory, basket-weaving shop floor)), vacation 

in the countryside with the possibility to choose and book the desired apartment, cottage, 

pension or vacation farm directly through via gustica . The visitors also have the opportunity to 

access the online shop with regional products that come directly from the producers in the rural 

areas. One could find here drinks and spirits, jam and honey, milk and cheese, fruits and 

vegetables, gifts and gift baskets; books, music and movies; items for home & living, art; 

products offered on special occasions like Easter or Christmas. Offering a great mix of holiday 

rest and abundance of activities the website is organized in a way that each visitor could pick 

his/her preferred area among the following: 

- Lower Silesian Heathlands  

- Lusatia around the Neisse  

- Upper Lusatian Mountains 

- Sudeten Mountains & Jelenia Gora Valley  

- Owl Mountains  

- Foreland to the Sudeten Mountains  

- Radeberg & environs  

- Zittau Mountains Nature Park  

- Lusatian Lake District  

- Jizera Mountains  

- Kaczawskie Mountains  

- Walbrzyskie Mountains  

- Klodzko County  

- Upper Lusatian Heath and Pond Landscape  

- West Lusatia  

and discover it in more detail according to the chosen parameters. Furthermore, options 

such as ‘My guidebook’ are available, whereby the visitors can create a new entry in the 

guidebook when they find something interesting. Every personal book is then saved as a PDF, 

printed, and taken away on the trip, that improves the entire process of creating own touristic 

route from selecting the location to actually getting there and exploring.  

Another captivating product that presents an unusual approach to combining the cultural 

assets together with the natural ones is the thematic cycling route ‘Sorbian Impressions’ / 
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‘Sorbische Impressionen’ that runs through the counties of Spree-Neisse and Upper Lusatia. 

With the inclusion of the ‘Sorbian Cultural Route’/‘Sorbische Kulturroute’ this cycling path 

invites the visitors-cyclists to discover the traces of the bilingualism in the region. As mentioned 

in the previous subchapters, the region is highly populated by the West Slavic minority of Sorbs 

who are the modern-day descendants of their Lusici ancestors; accordingly, the cycling route 

of the ‘Sorbian Impressions’ leads its guests through the traditional settlement areas of the Sorbs 

and allows tourists to become acquainted with the language and culture preserved till today. 

The most conspicuous symbol of what could be referred to as a German and Sorbian 

togetherness is the bilingual town and street signs. In such a way, the signposted cycling tour 

offers the possibility to get familiarized with the Sorbian culture in the Upper Lusatia. Museums 

and homesteads give an authentic picture of the life of the previous generations and convey 

many interesting facts about the traditions, customs, and costumes of the Sorbs. Additionally, 

many craftsmen offer to tourists to observe their work while in the workshop; the monuments 

also tell stories about the Sorbian personalities. Numerous customs and traditional festivals take 

place, for instance Zapust (Shrove Tuesday) or harvest and Easter practices have been formed 

under the Sorbian influence: on these occasions, the girls and women usually wear their 

traditional festive costumes. All of these above-mentioned traces could be met and evidenced 

along the ‘Sorbian Impressions’ cycling route.  

As stated by Ms. Ines Kunzendorf, such a route attracts many active holidaymakers as 

a target group and hence focuses more attention on the nature and culture tourism experiences 

through cycling (Kunzendorf, 2017). Moreover, the ‘Sorbian Impressions’ path facilitates the 

regional collaboration; thus, it has employed a number of arrangers and providers at various 

stages of its implementation. In 2015 in cooperation with the county of Spree-Neisse, MGO, 

and tourism service providers, the Sorbischer Kulturtourismus e.V. built a cross-border cycling 

stretch to connect the routes of the ‘Sorbian Impressions’ located in the Lower Lusatia with the 

routes located in the Upper Lusatia. Furthermore, some small cycling routes were designed by 

the county of Bautzen in collaboration with the county of Görlitz (ibid). In order to make the 

tour more visible and attractive for the tourists it was actively presented online as well as at 

various local and regional tourism events. Thus, the ‘Sorbian Impressions’ cycling tour was 

introduced as an additional offer to the theme trail ‘Sorbian Impressions’ and appeared at the 

website of radwandern-oberlausitz that provides tips for experiences and information on people 

to contact along the route together with route planning (interactive maps, route characteristics 

and profile) (Figure 20). Additionally, regio.outdooractive (Figure 21) was created by 

http://www.radwandern-oberlausitz.de/sorbische-impressionen.html
https://regio.outdooractive.com/oar-oberlausitz/en/tour/cycling/sorbische-impressionen/16107770/#dmdtab=oax-tab1
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Outdooractive company, a software company that combines modern technologies and 

impressive usability with top-class content and that has over 20 years of experience in 

digitization of outdoor tourism activities, trail and route planning.  

Figure 20. A signpost for the ‘Sorbian Impressions’ cycling path 

Source: radwandern-oberlausitz, 2016  

 

Figure 21. Homepage of the ‘Sorbian Impressions’ cycling path with the exact details  

 

Source: regio.outdooractive, 2017 

 

In general, it should be noted that cycling holds a prominent place in the nature & sport 

tourism category in the ULLS region. The natural surroundings and suitable landscape create 

favourable conditions for the development of a marketable cycling destination. The cycle path 

network, consisting of almost 90% developed and signposted paths, covers the entire region. In 
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addition to the small cycling tours there is a considerable number of the regional routes on offer 

as well, such as Oder-Neisse, Spree or Seenland cycle path. Special importance should be 

placed upon the teamplay among those cyclist-friendly service providers involved in the 

regional marketing initiative ‘Upper Lusatia by bike’ / ‘Oberlausitz per Rad’. This is because it 

is the most significant product of the product line ‘Oberlausitz.Aktiv’, a line that possesses great 

potential for further beneficial development if implemented and promoted in the right way. 

 

5.4.3 Natural tourist attractions 

As previously mentioned, the scenery of the Upper Lusatia varies significantly. In 

general, the region holds a great number of natural assets that might be potentially developed 

into natural tourist attractions. The region possesses a wide range of landscapes from the 

Oberlausitz Mountains – the smallest German mountain range in the south-east and to the nature 

park Zittau Mountains in the south, and from the river landscape Neisse in the east to the 

UNESCO Biosphere Reserve Oberlausitzer Heide- und Teichlandschaft in the northern part of 

the county. However, in the course of the analysis it was found out that the specific location at 

the triangle border and the language aspects that come with such a location is not always 

considered within the framework of the joint branding. There are no leaflets or flyers available 

in Czech or Polish languages, in contrast to those available in French and Dutch in the Saarland 

region. Thus, the joint product development and marketing could be implemented as a first 

successful step towards such a cross-border cooperation. In general, the issue of the 

multilingualism should be addressed more; such a capacity should be built both on-site (for 

instance, bilingual or trilingual signposts in DE, PL, CZ, audioguides, trained personnel) and 

online (including printing materials).  

Another advancement could be the expansion of the common cycling paths that run 

through all three countries; in general, the concept of mobility could be enhanced, especially in 

regard to the cross-border public transport connections, again cycling and hiking trails, bridges 

for drivers and pedestrians, etc. The single attempt to incorporate some of the above-mentioned 

features could be traced to the establishment of the German-Polish Association 

‘GartenKulturPfad beiderseits der Neiße’ / ‘Szlak parkow I ogrodow’. The impressive idea of 

the common preservation, networking, and promotion of the rich and outstanding garden 

heritage of the ULLS region has been growing for the last ten years in the form of this initiative. 

It combines the actors from the fields of garden culture and tourism. The main goal of the 
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initiative is the support and development of the garden culture on both sides of the Neisse. This 

is to be ensured through the promotion of:  

- the quality of the park complexes on both sides of the Neisse   

- the related monument preservation and protection 

- art and culture offers available in the parks and its nearby surroundings 

- education on garden theme in its broadest sense 

- international attitude, tolerance, and understanding among nations 

- the cross-border networking of the partners and the development of cooperation;  

(Information is taken from the official website of the project, 2016).  

Thus, the Association stands for enhanced cross-border principles and strives for closer 

cooperation between the different countries via various projects and initiatives. One of such 

projects is the ‘Make the garden heritage come alive’ / ‘Gartenkulturerbe erlebbar machen’ 

that was implemented by a number of partners such as DSA Dienstleistungen für Struktur- und 

Arbeitsmarktentwicklung GmbH (lead partner), MGO, Gartenkulturpfad beiderseits der Neiße 

e.V., and Stiftung Niederschlesische Wälder. Just like the project via gustica, this project was 

again funded within the 2007-2013 Operational Programme of the cross-border cooperation 

between Saxony and Poland. With this project, the region aimed to revive the garden culture 

and make it enjoyable and consumable for visitors from both far and near. Hence, the positive 

synergy of the related realms such as overnight accommodation, gastronomy, local marketing, 

and tourism providers should be created. Although the main focus of the project was its 

conceptual framework (Figure 22) and thus following activities:  

- bring to light the parts of the cultural areas both in their diversity and similarity  

- motivate more tourists for the cross-border trips through advertising interesting and 

attractive joint German-Polish offers in culture and tourism 

- encourage the population to interact more with those cultural assets and hence to 

incentivize them to value the parks more 

- promote European understanding through concrete encounters 

- ensure the foundation is in place for new tourism products  

- establish common working structures after the project implementation for continuity 

purposes  

- improve the economic situation in the region through the ‘vitalization’ of the garden 

and culture tourism;  

(Association Gartenkulturpfad beiderseits der Neiße e.V., 2012). 
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As it could be seen, the entire idea of building from scratch the so-called ‘garden 

culture’, where the garden acts as an economic factor could be considered innovative. Without 

much stable institutional responsibility, i.e. support from larger scale groups, the parks still 

improved significantly thanks to the efforts of the stakeholders and coordinated internal 

communication. 

 

Figure 22. Conceptual Framework of the project ‘Gartenkulturerbe erlebbar machen’ 

 

 

Source: ibid (English version is provided by the author)  

 

During the project implementation, a number of successful steps and actions were 

undertaken, just to name a few:  

- capacity building (with 4 separate training sessions the staff were taught to build a 

common multilingual Internet platform for providing tourism products along with 

enabling the internal communication among those involved) 

- intense communication between the project partners, park owners, tourism providers, 

and relevant authorities in field of monument protection and nature conservation 
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- around 20, 000 flyers with the map of the overall area available in German, Polish, and 

English for advertisement purposes 

- around 2, 500 image brochures in Polish and Czech 

- regular newsletters, active use of social networks  

- organization of numerous fam trips for travel operators (trips made for travel 

operators/agents/consultants to get to know the new destination, new offer, new service, 

and/or new product), etc. (ibid); 

Emphasizing the importance of the cooperation at all the levels and significance of the 

communication, it is also worth to mention the activities performed by the Association of the 

Upper Lausitz Heath and Pond Landscape / Verein Oberlausitzer Heide- und Teichlandschaft 

e.V. As stated by Michaela Franz, who is responsible for the tourism marketing and promotion 

at the Economic Development Office of Bautzen, despite all the natural resources the region is 

rich in, the rural areas are too small to be able to enter the tourism market on their own (Franz, 

2017). Guided by this idea, the county of Bautzen has set up a cooperation with the Association 

along with eight moderate villages, who currently carry out some fish events (fish-related 

activities like fishery, fish markets, etc.) for the tourists as well as organize small-scale bicycle 

tours. The Association was also indicated by Ms. Ines Kunzendorf from the Association of the 

Sorbian Cultural Tourism, as one of the major regional partners for facilitating various projects. 

For instance, at the moment the Association is working on the implementation of the LEADER 

project ‘Digital Travel Guide’ / ‘Digitaler Reiseführer’ that will provide the information on 

‘Adventure routes in the Upper Lausitz Heath and Pond Landscape’ / ‘Erlebnisrouten in der 

Oberlausitzer Heide- und Teichlandschaft’. Within the scope of this work, some workshops are 

to be performed together with the service providers on the following topics: 

- Handcrafts and yards  

- Places and squares   

- Indulgence and flavour 

- Nature and bicycle tours to the specifically beautiful places in the Pond Landscape  

- Fishing and fishpond cultivation  

- Sorbian culture; 

(Kunzendorf, 2017).  

 Thus, the activities performed by the Association of the Upper Lausitz Heath and Pond 

Landscape illustrate a truly overarching approach towards bringing tourism, nature, and culture 
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together simultaneously and hence could serve as a good platform for setting new examples and 

practices for the other small actors in the region who work toward the same goals. 

 

5.4.4 Culinary highlights 

The cuisine of the ULLS region is almost as diverse and broad-ranging as the one in the 

Saarland region. One-of-a-kind and authentic mixed with the proverbial local hospitality, the 

regional gastronomy makes the ULLS region quite attractive in terms of culinary tourism, 

although this category does not appear among the major tourism categories when considering 

reasons to visit the region. The distinct cuisine with its Saxon, Sorbian, Bohemian, and Silesian 

influences has been formed over centuries now and today presents an interesting mix of dishes 

that utilize the guaranteed, high-quality local ingredients. There are three main products to be 

outlined within the product line Oberlausitz.Genießen under the Oberlausitz brand such as: 

- ‘Gourmet journey through the Upper Lusatia’ / ‘Genussreise Oberlausitz’ 

- ‘Lusatian Fish Weeks’ / ‘Lausitzer Fischwochen’ 

- Rural und culinary tourism tours in the Upper Lusatia;  

(Marketing Plan 2016 of the economic and holiday region of the Upper Lusatia, 2016). 

The first product is the further development of the Upper Lusatian Gourmet Festival 

that used to take place from 2006 to 2014 and where the partners produced regional products 

year-round and were linked to the regional producers and suppliers. However, this tour appears 

to be less successful and less promoted as its ‘predecessor’. Meanwhile, the ‘Lusatian Fish 

Weeks’ / ‘Lausitzer Fischwochen’ became almost a trademark of the regional generosity and 

in a way regional identity. It takes place every year from September to November and involves 

various activities including dry fly fishing feast, nature markets, guided walks around the pond, 

bicycle tours, special travel deals, and delicious fish dishes offered in a number of guest houses 

in the whole region. The MGO together with the TGG Heath and Pond Landscape in Bautzen / 

Heide- und Teiche im Bautzener Land e.V. are responsible for the entire preparation and 

organization of the event, i.e. execution of the marketing activities and support of the tourism 

service providers in the preparation and implementation of the bookable events. In 2016 the 

MGO also became a project partner of the county Bautzen in the project ‘Development of the 

strategy and action plan on introduction of a control system of culinary tours and regional 

products suppliers’ within the third existing product of rural and culinary tourism tours in the 

Upper Lusatia, as of today the project finds itself at the initial stage.  
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Nevertheless, despite the existing variety those culinary assets seem to be rather 

dispersed and poorly connected to each other within the region. There is also no institutional 

support observed, i.e. no common initiatives with related binding charters or statutes where a 

distinct set of regulations and strategies for the respective stakeholders are given. The same 

impression delivers the online presence. Figure 23 demonstrates a cover page of one of a few 

promotional leaflets on carp fishing tour in the Upper Lusatia (however only available in the 

German language).  

 

Figure 23. Cover of a promotional leaflet on carp fishing tour in the Upper Lusatia 

Source: MGO official website  

 

Although some of the main marketing points such as clear structure, accentuation of the 

USPs and diversification of the product offer (along with the actual fish tasting, excursions to 

the pond/visitor center and fish farms are also offered) are reflected, other essential points like 

usage of social networks and hence further advertising of those tours anywhere outside of the 

MGO website is still missing. Additionally, there is a lack of engaging content and high-quality 

capturing pictures used. As it was mentioned in the previous subchapter just as with the natural 

resources, the joint product development and marketing strategies could be applicable to the 

culinary delights in the same manner. A collaborative network including various stakeholders 

could be established with common logo and motto that would enable partners involved to react 
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quicker to the guests’ demand for regional specialties and culinary pleasures. The issue of the 

multilingualism should be addressed as well; trilingual culinary workshops and classes could 

take place, cross-border cuisine tours and festivals could be held. More networks should be 

initiated that amalgamate the smaller communities, single representatives from the food 

industry, independent gastronomy employees, catering establishments, guest houses, and 

restaurants. 

 

5.4.5 Cultural heritage assets 

 In the course of the research process an impressive number of cultural assets have been 

identified in the ULLS region as part of the great heritage left by the Lusatian League 

(aforementioned in the historical context subchapter) and the unique Sorbian culture that could 

be evidenced and experienced today. However, as it was also mentioned earlier a number of 

uncommodified and raw assets that are singled out only for their intrinsic value would not 

trigger the desired flow of tourists. Additionally, the high competitiveness of the tourism 

industry and its demand-driven nature requires the destinations to introduce new and more 

fascinating products more frequently. Within such a context, it is of a primary importance to 

‘create a sufficiently satisfying experience that is unique, exciting, and offers ‘one of a kind’ 

encounters that appeal to the target market’ (McKercher, du Cros, 2002). Hence, value and 

ability to be appreciated and consumed by non-locals should be guaranteed for those assets, 

too. The analysis of available assets presented in all six towns of the Lusatian League and 

located at the territory of the ULLS region has shown a number of existing museums, churches, 

cathedrals, towers, memorials, and castles. However, those assets are more likely to stay just 

assets, while only few reveal much real tourism potential, i.e. no captivating workshops or 

guiding tours are offered, neither advertisement provided (especially in foreign languages), nor 

incentives in general that could act as tourism demand generators. ‘An old building is an old 

building – nothing more or nothing less. It must be transformed into something that can be 

consumed before it can be considered as a product’ (McKercher, du Cros, 2002). 

Thus, an interesting approach in the similar context has been implemented by the Lower 

Silesian Tourism Organization / Dolnośląska Organizacja Turystyczna / Niederschlesische 

Touristische Organization (NTO); that could potentially pitch an idea for the elaboration of the 

similar theme for the towns of the former Lusatian League or any other assets/locations/rural 

areas that could be united under one leading leitmotif. As stated by Mr. Rajmund Papiernik, 

chief executive of the NTO that is based at the Polish part of the ULLS region (the Lower 
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Silesian Voivodeship) who is responsible for the activities performed mainly in this area, 

‘creating such a diverse route as in the recently implemented project ‘European Route of Castles 

and Palaces’ might be considered as one of the successful ways of bringing culture and tourism 

together’ (Papiernik, 2017). It is a joint project of the NTO and thirteen castles and palaces that 

aims to promote the historical tourism by combining the creative side of the objects with jointly 

financed marketing activities. The eventual goal is to create the strong and driving association 

along with the tourism brand that will be recognized locally, nationally and Europe-wide. The 

project actively seeks for collaboration/support options with its Czech and German neighbors 

and thus is open for extension of its current network. It is important to note, that this project is 

aimed on active palaces and castles and hence tends to develop even more activities at the 

castles registered as new members. There is a well-structured website with captivating content 

that provides information on all current castles and palaces with the calendar available on 

upcoming events such as festivals, castle parties, war adventures, special rituals, historic role 

games, fairs, etc. Exactly events/festivals could be regarded as great tourism demand generators 

(that ultimately could bring along socio-cultural and economic benefits into the peripheral 

areas), as they encompass the outstanding features and characteristics of a place that reflect its 

history, attitude, culture or environment (McKercher, du Cros, 2002). One of such reflections 

is given in quite a prosaic and inviting form at the project official webpage (Figure 24).  

 

Figure 24. A prosaic introduction and yet an invitation to take a journey to the castle 

 

Source: The official website of the project ‘European route of castles and palaces’   
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Alternative way of getting more attention to the castles/palaces and thus bringing more 

visitors and in this case new target groups is the creation of ‘Motorcycle Route – Lower Silesia 

European Route of Castles and Palaces’. This route is considered as one of the leading tourist 

attractions at the Polish tourism scene with its 16 outstanding palaces and castles united by 750 

km of the motorcycle route. In addition, 40 other intriguing and carefully chosen locations could 

be visited along that route. The website provides detailed information on each stop with the 

castle along with the opening hours, prices, things to do and local highlights both in the Polish 

and English languages (Figure 25). Each castle offers a rich and diverse programme of events 

held. The offers come together with the possibility to try the regional culinary highlights and 

book the suitable accommodation be it in the castle itself or nearby.  

Thus, the whole set of ‘consumable experiences’ is provided on-site. Furthermore, there 

are printed brochures and magazine with the small quiz questions on history and geography of 

each castle. All the printing materials are available in four languages, i.e. Polish, English, 

Czech, and German. The route targets mostly the active tourism travelers, 40+, young couples, 

and also all those who are interested in combining the active/sport/motorcycling tourism with 

the cultural/educational activities along with it.  

 

Figure 25. Tourist information given in EN and PO about each castle with the key highlights 

 

Source: The official website of the project ‘European route of castles and palaces’   
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Thus, by singling out the USPs and presenting them in an opportune ‘selling’ way, using 

the innovative approaches and product diversification strategy, employing networking and 

unified themes, even the areas that are located far from the mass tourism flows could find their 

ways to generate a number of benefits that could positively influence its social, cultural, and 

economic state of being. 

 

5.5 Marketing activities in Upper Lusatia and Lower Silesia 

The importance of the tourism sector as a significant contributor to the regional well-

being of the Upper Lusatia and Lower Silesia was not once mentioned previously. The region 

of the Upper Lusatia has been promoted so far as an economic region along with its image as a 

holiday and culture region both nationally and internationally. Although there are numerous 

different-sized organizations and TGG, the professional marketing activities and regional 

promotion are mainly performed by MGO. Its main goal to market the region externally. The 

important body within the MGO is the Tourism- and Marketing committee that consists of 

board members elected and confirmed by MGO shareholders. TVO mainly manages the 

lobbying activities as well as, supporting and facilitating further enhancement of the quality 

standards of the involved enterprises and organizations. It aims to create and constantly improve 

the guest-friendly infrastructure in towns and municipalities, to increase the attractiveness and 

tourism strengths of Upper Lusatia. Another non-explicit integral role of the MGO activities is 

regional management and thus connecting the regional producers and service providers for the 

purpose of innovation realization. However, this is undoubtedly the weakest tenet of the whole 

strategy so far, as it was seen from the analysis performed. 

It should be noted that in general the brand Oberlausitz has a good reputation nationwide 

and is associated with the quality and standard. It implements a number of traditional and 

reliable marketing measures and has its long-present diverse product line. For instance, the 

central tool for the marketing of the overnight stay offers in the holiday region Oberlausitz since 

2011 has been the online accommodation directory. The growing access and visitor numbers 

have proved the importance of such a directory and its right to exist. Since 2012, MGO has also 

started to use bookmarks along with the presentation folders (for the trade fairs, presentations, 

and other similar events) for marketing purposes as they make a clear reference to the online 

directory and thus promote it. Along with the above-mentioned product lines, MGO offers the 

pan-regional vacation planner that provides the individual tourists with the most important 

information and thus aims to make their stay easier and more enjoyable. On the whole, this 
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holiday planner plays an important role just as the existing image brochures (that became 

available partially in EN, PL, and CZ recently) in the regional marketing with its annual leisure 

tips for main sights to see and offers to book. 

Generally, there are many talks in the ULLS region to finally reach out the foreign 

markets (to begin with at least the nearest markets such as ones in the Czech Republic and 

Poland), however the basic marketing steps like launching the adequate multilingual website 

and providing services on-site in four different languages are not taken seriously yet. This is 

most likely due to the heavy expenses involved in website relaunch or related language services 

along with some other stopping factors as opposed to the case study of Saarland that has 

financial sources and expertise to proceed with. In the latter, the preconditions for the joint 

actions are significantly more favourable in terms of minor mentality differences and overall 

intercultural differences, lower development gaps, more stable and long-term cross-border 

cooperation. But at the same time some tourism organizations, such as Füssen Tourismus und 

Marketing based in the Füssen im Allgäu, have managed to run fully-functional, captivating 

and nicely-designed website in four totally different languages, among others Italian and even 

Chinese (Figure 26).  

 

Figure 26. Chinese version of the homepage of the tourism organization Füssen Tourismus und 

Marketing 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Füssen Tourismus und Marketing official website  
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As part of its marketing strategy MGO leads active work in PR and advertising in the 

tourism media both locally and nationwide, applies e-mail and newsletter marketing, and relies 

on merchandising, giveaways, and its online-shop Oberlausitz. MGO also actively participates 

in trade fairs and shows, exhibitions, industry days, and various tourism presentations both at 

the regional and national level with its professional stand (Marketing Plan 2016 of the economic 

and holiday region of the Upper Lusatia, 2016). 

Online presence is ensured by the active website (although it has very limited 

information available in other languages). At this point it is interesting to note that, the 

availability of tourism information online seems to be self-evident and thus not even sufficient 

for a business to be prosperous and flourishing in times of rapid development of the new digital 

and mobile media as stated in the Tourism Strategy 2015 for the touristic areas of the Görlitz 

County, 2015. Hence, the concept of digitization in this context should involve not just more 

than one website page or Internet presence in social media but also sales (direct sales, third-

party sales, and e-commerce) and mobile services (mobile marketing, electronic guest cards) 

available for the guests on-site. Guest communication (monitoring) and customer rating 

platforms should be given special attention. SEO (search engine optimization) and SEA (search 

engine advertising) mechanisms to be considered as well to guarantee the website the top 

placement in the guests’ query results. 

Additionally, more emphasis should be put on well-integrated development of 

communication mix. This strategy could be essential for the diverse region of ULLS that lacks 

of business vision. Hence, applying the 7Ps framework (see 2.5 Marketing Strategies, p. 18) 

can enable the ULLS region to identify clearly its resources/potential tourism products, play 

beneficially with pricing models and distribution/promotion channels, assess adequately its 

staff and need in further capacity building as well as understand whether there is a need in new 

contacts/networking. 

The overall awareness of the potential opportunities and chances the digitization could 

bring along should be enhanced. The guests love with eyes and the initial decision whether to 

travel to the destination or not is done in the first place based on the Internet activities and thus 

on the tourism destination online presence and related services. Because the whole process 

could be cost-intensive and time-consuming, a proper cost-benefit analysis should be performed 

carefully before/while planning the marketing and advertising for the region. 

Quite frequently the latter is not present in the ULLS region, in general the bigger 

picture is missing, many small- and medium-sized tourism companies simply neglect to set the 
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priorities correctly and thus to sufficiently assess the significance of investing into the digital 

marketing and related advantages it could deliver. This is exactly the case for Bautzen. As stated 

by Michaela Franz, who is in charge of tourism marketing and promotion at the Economic 

Development Office of Bautzen, their recent budget allocated for the marketing tasks was cut 

by 50%. It means not only the elimination of such units as a marketing department, but also no 

respective employee left to be in charge of the company’s marketing activities. Ms. Franz 

herself who has a non-marketing background, has also confessed that everyone in the Economic 

Development Office is doing a bit of advertising and marketing (meaning that no professional 

expertise is put on the table). Thus, the cohesive planned marketing strategy is not even in 

question in this case. Yet what is meant to be just a part-time activity is considered as an 

organizational innovation to some extent both by Ms. Franz and Ms. Kunzendorf, who have 

claimed that they hired a temporary ‘visiting marketing specialist’, who comes twice a week 

and works less than 20 hours in total. However, that won’t be sufficient neither in Bautzen, nor 

in Schleife; both obviously need a strong vision, long-term strategy, with the help of external 

guidance, and enhanced networking with the possibility to unite the common efforts for the 

public good. 

Paradoxically, the existence of such an umbrella organization along with the well-

established brand Oberlausitz has its subtle disadvantages. As it was found out during the 

research, in the case study of Saarland there are relatively high national and international 

coordination efforts. However, in the case with the ULLS region a number of small, poorly 

coordinated actions was revealed. For instance, the aforementioned moderate villages with a 

number of potential tourism assets (see p.87) that are not able to enter the tourism market on 

their own. When included into the bigger tourism network and/or coordinated centrally and 

hence financed top-down as a case for Genuss Region framework in Saarland that includes even 

one-person enterprises but applies joint promotion and branding, the ULLS region could benefit 

significantly. 

Additionally, the complexion of the marketing process should be considered. Since 

tourism marketing is designated as a complex process due to the often-ambiguous nature of a 

product that involves multiple industries/actors engaged in its creation, the approach to the 

marketing process should also be multidimensional and overarching. Nevertheless, marketing 

performed in the ULLS region is chiefly fragmented. Although there is an abundance of small 

peripheral areas and rural towns across the case study region that have one or another strength 

that makes them useful for the entire ULLS region, there are still areas that require significant 
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improvements and thus interference from the third parties. Also, some of the organizations are 

underrepresented by MGO and thus left on their own with a small budget and unrealizable 

marketing goals, if marketing elements are present there at all. 

As opposed to the case study of Saarland, where the cross-border cooperation is pursued 

through different projects initiated both by the high-level officials/authorized bodies and by 

grassroots initiatives/individual actors, the institutionalized form of cooperation in the ULLS 

region appears more like a future vision at the present time, yet it is not excluded in the long 

run. Consequently, the internal communication has to be considerably improved both within 

the counties and overall in the ULLS region at the destination level. This includes first a) clear 

and distinct division of responsibilities among all the actors involved b) more efficient 

integration of tourism companies on-site and c) necessary restructuring measures. Any 

double/multiple memberships to be minimized. As it was seen above there are many actions 

performed by the same organizations that are also a party to some other associations. It 

eventually creates a bureaucratic chaos and leads to unnecessary complications. In general, 

many peripheral areas in the ULLS region are still left behind hoping for innovative approaches 

and new actions. The latter could revitalize and hence generate a wide range of socio-cultural 

and economic benefits, be it a newly-built regional identity/pride or newly emergent 

employment for the region like Facebook performance analyst or Instagram marketing 

manager. 

Thus, despite the existence of a known and traditional brand Oberlausitz and some 

marketing activities performed, there are yet hurdles to overcome. On the other hand, this region 

is already considered as a recognized tourism destination that possesses a relatively compatible 

destination image. Hence, introducing new or slightly changed products along with competitive 

marketing strategies would be much easier rather than in areas that have received little visitation 

when compared to the ULLS region. 

 

5.6 Concluding remarks 

Akin to the structure of the previous case study, this subchapter tends to present the 

main conclusions reached during the examination of the Upper Lusatia and Lower Silesia 

region. Led by the research question and preliminary outcomes obtained in the case study of 

Saarland, the author was able to reveal the main innovative actions (which turned out to be few, 

if any) and thus to identify the existing strengths and weaknesses along with potential actions 

needed to fill the existing gaps. The next chapter will provide recommendations on how to fix 
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these gaps. As outlined many times in the preceding paragraphs, the ULLS is located at a border 

triangle just as Saarland is and hence could be rightfully considered as a strategic location at 

the interface of cross-border European markets. Potential for further development and 

implementation of joint projects between Germany, Czech Republic, and Poland is immense. 

Similar to Saarland’s historical progression, the ULLS region has undergone a massive shift in 

its territorial regulation. However, in a regrettable manner it did not manage to recover and 

refocus its economy and to overcome the intercultural and language barriers in the same way 

that was done in the region of Saarland. 

Although the ULLS region is joining various cooperation programmes more and more 

frequently, it only gets a short-term profit from such projects and initiatives. Thus, the bigger 

strategic vision in the region is missing. The more coordinated efforts from all the stakeholders 

involved are poorly observed. Due to a number of double memberships and paucity of 

institutional support that might provide administrative guidelines, the region often fails to create 

a cohesive picture of an advantageous region with a well-established identity and stable 

economy. The ULLS region possesses an impressive number of diverse natural, cultural, and 

culinary assets which have the ability to generate a wide range of socio-cultural and economic 

benefits. However, this is predicted upon applying innovative ways to develop such tourist 

products, through marketing and advertisement, both of which have face difficulties in this 

region thereby hampering its way to successful and prosperous development. Part of this is the 

ULLS region’s continuous struggle with intense emigration of young people that drives a steady 

ageing and declining population, and thus the region is experiencing a skills shortage. 

It primarily affects the service sector of which the tourism industry is a major 

component. Another big issue in the region is the inability to coordinate marketing activities. 

Although it is performed centrally by one organization, many smaller tourism actors are left 

underrepresented. The issue of financial scarcity plays a big role, too. However, even if on a 

bigger scale it seems that disadvantages outweigh advantages, it is still possible to reveal some 

opportunities for prosperous and wealthy development in the ULLS region, provided a few 

improvements with regard to product development, marketing and coordination are taken into 

consideration. 

 

6. RECOMMENDATIONS AND CONCLUSION 

As research on the related literature from key authors in the field of tourism innovation 

has demonstrated, tourist product and marketing are the dominating aspects in this domain. The 
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primary assumption made in the related literature – that the process and organizational 

innovations in tourism are often neglected – proved to be correct. As it was seen from both case 

studies, tourism organizations mainly play with the product improvement and marketing 

strategies. However, the author is of opinion that all four categories are essential for any given 

rural area to generate a wide range of socio-cultural and economic benefits. Additionally, the 

author distinguishes a critical role of the state. It is not the state that necessarily creates 

innovations, but it is the state that has the power to make a strategic intervention in support of 

specific policies/strategies that might have an overall positive effect on a peripheral destination. 

As outlined in the beginning of this work, the main goal of this thesis is to examine the 

innovative actions in tourism and hence to establish some general and applicable 

recommendations based on both empirical and theoretical data collected through the research 

process. Thus, the author has formulated a number of suggestions that could be grouped under 

the following subthemes: a) tourism product development b) marketing strategies c) 

governance and management. 

 

Tourist product development 

- Tourist product development is a complex process and hence it should be 

approached integrally. For instance, if it is castle trail under one leitmotif, all 

management boards involved should be consulted, jointly financed marketing 

activities should be performed and corresponding services should be established 

including accommodation facilities, gastropubs, WCs, visitor centers, souvenir 

shops, etc. 

- Tourist product development should rely on beneficial strength of joint 

collaboration. For instance, introducing an electronic guest card would enable more 

partners from a farmer to a restaurateur to respond quicker to the increased demand 

of guests for regional specialties and various tourism experiences.  

- Assets prevailing in the region are to be prioritized but if possible to be combined 

with the other secondary assets so as the latter get to generate the economic profit, 

too. For instance, if the peripheral area is rich in natural assets that mainly comprise 

the product line, then diversifying it with some culinary attractions would be 

advisable (Hiking&Eating Tours). 

- Tourist product development should involve various interfaces so as to play with 

cross-culture, nature or food experiences in a profitable way. For instance, creating 
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eco-tourism products involving cultural elements might be advisable (a case for 

experiencing the Sorbian culture/phenomenon of bilingualism through bicycling). 

- Tourism product development should employ the diversification strategy. For 

instance, with the new characteristics and services offered in the garden/park 

(garden-based educational activities for schoolkids) in addition to the existing 

product (romantic tours for young couples) it appeals more to the different target 

groups and consequently increases the visitation. 

- Tourism product development should rely on the regional identity so as to ease the 

overall branding/promotion process (a case for Saarland that is promoted as a region 

where ‘Großes entsteht immer im Kleinen’ / ‘Something big always originates from 

something small’ with a common regional logo, the Saarland font, various 

giveaways, posters, etc.) 

- Tourist product should effectively combine heritage values with tourism potential 

and hence be consumable. For instance, if there is a particular historical 

epoch/civilization to present (ancient Celtic and Roman population), a set of related 

activities should be developed (Gallo-Roman attractions like spa in Roman bath or 

pottery workshop that are adapted for utilization by the modern-day tourist) so as 

potential tourist experiences can be generated for consumption. Hence, value and 

ability to be appreciated and consumed by non-locals should be guaranteed for those 

assets. 

- The issue of multilingualism should be addressed in tourism product development; 

a case for a website running in several languages or multilingual culinary workshops 

and classes, cross-border cuisine tours and festivals. Such a capacity should be built 

both on-site (for instance, bilingual or trilingual signposts, audioguides, trained 

personnel) and online (including printing materials). 

- Tourist product should be authentic so as to demonstrate the unique attributes of the 

area. For instance, if there is a Biosphere Reserve found at the destination, 

production of local food and regional processing could be initiated so as guests can 

enjoy fresh and seasonal local products of high quality. 

- Tourist product should correspond with general tourism trends. For instance, when 

possible the principles of sustainability (a large and ever-increasing focus from 

tourists) should be reflected in guiding documentation. 
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- Tourist product should be responsive. Based on tourists’ 

feedbacks/comments/desires, the appropriate adjustments should be introduced. For 

instance, if the app has a good run, then other language versions to be developed or 

new features to be added. NB: One should also have the tech infrastructure in place 

to monitor such feedback.  

- Tourist product should be designed in compliance with the latest tourist demand. 

Hence, it should address the recent market trends and tastes and therefore to apply 

a market research technique. This suggestion could be equally outlined in the 

following subtheme on marketing strategies, too. For instance, if dominating 

tendencies in tourism are traced on slow tourism, ecotourism or sustainable tourism, 

then more mountain and e-bikes, motorcycling, and Nordic walking to be offered. 

 

Marketing strategies 

- Marketing should be deployed for every peripheral destination. Using market 

segmentation will enable the destination to attract the right kind of visitor.  

- Marketing should be planned in such a way as to manage demand and communicate 

the right messages to the right target groups (identified through the aforementioned 

market segmentation). 

- Marketing techniques should apply the latest technologies, hence those areas hardly 

accessible in reality should be primarily presented online via apps, own Internet 

page, blogs, and social media channels in order to make peripheral areas accessible 

to every traveller or at least make it easy to consider travelling there. 

- New marketing campaigns, target markets and branding/positioning strategies to be 

applied.  

- Social media circles to be diversified via extended usage of various channels 

(Facebook, Twitter, Instagram, Pinterest, Google+, etc.) and its possibilities offered. 

For instance, Instawalks/Instagram tours to be used as a tool for rural areas to target 

and approach younger crowds. 

- Joint marketing campaigns are highly recommended so as they lead to reduced costs, 

wider recognition outside of the destination, and more creative and fresh ideas 

contributing to the project.  

- Diverse marketing tools to be used, from cross-marketing and out-of-home 

marketing to roadshows and presentations at tourism industry days. 
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- Digital marketing should involve not just more than one website page or Internet 

presence in social media but also sales (direct sales, third-party sales, and e-

commerce) and mobile services (mobile marketing, electronic guest cards) available 

for the guests on-site.  

- Guest communication (monitoring) and customer rating platforms should be given 

special attention. SEO and SEA mechanisms should be considered so as to guarantee 

the website the top placement in the guests’ query results.  

 

Governance and management  

- New schemes of governance to be developed so as to provide better communication 

and coordination between private, public and third sectors.  

- Innovative planning philosophies and regulation practices to be adopted (for 

instance, territorial public self-government and related initiatives). 

- While planning on a partnership/collaboration on a regional level, institutional 

support should be provided in form of related binding charters or statutes where a 

distinct set of regulations and strategies for the respective stakeholders are given (a 

case for Saarland Genuss Region Initiative that is guided by principles of the Quality 

Charter). 

- New regulations and legislative frameworks that favour policy towards tourism 

innovation to be implemented.  

- New forms of stimulating tourism as a knowledge transfer to be introduced, for 

instance intellectual capital (a number of educational initiatives between Germany, 

Poland, and Czech Republic) for peripheral and rural territories among multiple 

member states within EU. 

- State-sponsored programmes and initiatives to be expanded (for instance new 

infrastructure or transport routes). 

Based on the research performed it is possible to state that tourism could certainly take 

a leading role in the economic development of the peripheral zone. With constant innovations 

in product development, marketing, and governance it is able to give a fresh face to the least 

favourable rundown areas. Acting as an innovative catalyst in its own nature tourism could 

generate entrepreneurship in rural areas, while building unique opportunities that were not taken 

into account by locals before. Tourism innovation could potentially address a prodigious 

demographic change that is coming with the intense outflow of young people from the 
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peripheral areas. For instance, using non-traditional marketing strategies like influencer 

marketing, blogging, or Instawalks creates an emerging job market that aims to make the 

peripheral areas more attractive for youngsters. Planning new tours, trails, guided tours, cross-

border or interregional builds stronger networking among different partners from a one-person 

enterprise to large-sized organizations that enable everyone to benefit to a certain extent. 

Developing new bicycling or walking paths could stimulate additional infrastructure 

development that could boost visitation and hence bring more profit into the region. 

As it was seen in the case study of Saarland relatively young branch such as tourism has 

turned previously lagging manufacturing region into a blossoming touristic magnet with 

developed infrastructure, high quality of life and strong regional identity. Hence, when given 

tourism innovation the necessary attention, rural areas are able to generate a wide range of 

socio-cultural and economic benefits.   

 

6.1 Limitations and suggestions for further research 

One of the limitations to this research is that the recommendations formed were mainly 

based on the areas located on tri-border. Hence, it is hard to conclude how the cooperation 

would work in less geographically/culturally diverse regions. However, bearing in mind the 

immensity of the European Union and thus existing number of Euroregions, the applicability 

of those recommendations should not be underestimated.  

Another limitation to the research performed is the translation bias that arose not once 

during the research process and especially during the interview phase with experts. The 

empirical data was mainly collected in the German language. However, the author took a great 

care of ensuring that data has been translated properly from German to English.  

Suggestions for further research might involve focusing more on quantitative research 

so as to generalize/categorize the nature of findings on product development/marketing 

strategies in a more critical way. Furthermore, potential to investigate such ideas in the context 

of the Eastern Europe, less progressive countries turning to tourism (and its innovations) rather 

than Western countries (Germany) resorting to it in a post-industrial era. With this regard 

further investigation of Czech Republic and Poland is deemed useful in the future. 
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APPENDIX 

Personal communication with the experts via written questionnaires and semi-structured interviews  

List of questions in English: 

1) What advantages does the rural area bring to your company? 

2) What are the biggest challenges when implementing the projects in the peripheral areas? 

3) Which innovative measures did you implement in the last year? In terms of product, process, marketing, organizational innovation? 

4) Which role plays the networking with other regions/rural districts and neighboring countries? 

5) Which actors/stakeholders should participate while elaborating the local development strategy? 

6) Which projects do you plan to implement as the next step in the future? 
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Sorbischer Kulturtourismus e. V./ 

Zwjazk za serbski kulturny turizm z. t. 

Friedensstraße/ Měrowa dróha 65 

02959 Schleife/ Slepo 

Tel.: 035773 76 153 

Fax: 035773 76 155 

E-Mail: skt-domowina@t-online.de 

www.tourismus-sorben.com 

 

Ines Kunzendorf, Projektmanagerin 

 

Vorstellung des Vereins Sorbischer Kulturtourismus e.V. 

Der Verein Sorbischer Kulturtourismus e.V. - Zwjazk za serbski kulturny turizm z. t. wurde am 29. Februar 1996 als gemeinnütziger 

Verein innerhalb des DOMOWINA e.V. gegründet und setzt sich für die Förderung des sanften Tourismus im deutsch-sorbischen 

Gebiet der Länder Brandenburg und Sachsen ein, der Belange des sorbischen/wendischen Volkes berücksichtigt.  Das Anliegen der 

Vereinsmitglieder ist, das Interesse an Geschichte, Kultur und Lebensweise des sorbischen Volkes zu wecken und zu fördern und 

die kulturellen Traditionen und die Lebensweise des sorbischen Volkes authentisch zu vermitteln. Die reiche Datensammlung 

„Sorbische Kulturroute“ umfasst u.a. Informationen zu Museen, Heimatstuben, Kulturgruppen, traditionellem Handwerk und 

sorbischer Gastronomie in der zweisprachigen Lausitz und lädt ein, sich auf individuelle Entdeckungstour „Sorbische Impressionen“ 

http://www.tourismus-sorben.com/


 

 

 

 

 

Questions 

 

zu begeben, auch per Rad - auf insgesamt 490 Kilometer Radwegen. Die Inhalte der Datensammlung “Sorbische Kulturroute“ sind 

auf den Internetseiten des Vereins unter www.sorben-tourismus.com veröffentlicht worden. 

Der Verein ist selbst kein Leistungsanbieter, weist aber auf seinen Internetseiten auf buchbare Angebote zum Kennenlernen der 

sorbischen Kultur hin, z.B. Gästeführungen und Busreisen für Gruppen, Veranstaltungsbausteine für Gruppenreisen (Landhotel 

Neuwiese) sowie 3-Tage-Angebote für Individualreisende (Schleife). 

 

Der Verein ist Mitglied in den touristischen Verbänden der Ober- und Niederlausitz und arbeitet somit bundesländerübergreifend. 

1) Welche Vorteile 

besitzt der ländliche 

Raum für eure 

Gesellschaft? 

 

Das bestehende Radwegenetz der Oberlausitz zwischen Bautzen und der Niederlausitz (Froschradweg, Wolfsradweg, Teile des 

Oder-Neiße-Radweges und des Spreeradweges, Radweg Sorbische Impressionen zwischen Wartha und Panschwitz-Kuckau, 

Krabatradweg) verbindet die vielfältigen kulturtouristischen Angebote und gibt den Verlauf des Themenweges Sorbische 

Impressionen in der Oberlausitz vor. Ziele des Themenweges in den Rubriken Museen/Heimatstuben, Gastronomie, Unterkünfte, 

traditionelles Handwerk, Kirchen und Denkmäler erfinden sich entlang der Radwege sowie in 5 bis 10 km, zum Teil auch bis zu 17 

km Entfernung zu den Radwegen. 

Das Thema Radfahren im ländlichen Raum spricht den Aktivurlauber an und ermöglicht eine Verknüpfung von Natur- und 

Kulturerlebnis. 

In ländlichen Gemeinden werden Märkte und Feste veranstaltet (Frühjahrs-, Herbst-, Bauern-, Erntedank- und Kirmesmärkte), bei 

denen auch die sorbische Sprache und Kultur erlebt werden kann. Kulturgruppen (Tanzgruppen, Trachten- und Brauchtumsvereine, 

Chöre) präsentieren Trachten, Tänze, Lieder, informieren zu Tracht, Bräuchen, Traditionen sowie Sagen.  

Traditionelles Handwerk, wie Spinnen, Trachtenstickerei, Trachtenschneiderei, Töpferei ist vertreten. 
In den ländlichen Gebieten der Oberlausitz können die lebendigen, authentischen sorbischen Bräuche und Traditionen erlebt werden: 

in der Osterzeit (z.B. Ostereierverzieren, Ostereiermärkte, Osterreiten, Ostersingen), Hexenbrennen, Maibaumaufstellen, 

Maibaumwerfen, Kranzstechen als Erntebrauch (in Halbendorf bei Schleife), Kirmes und in der Adventszeit das Christkind (Bože 

dźěćetko). Im Kirchspiel Schleife, das aus 8 Dörfern besteht (eins befindet sich in Brandenburg) hat jedes der 7 sächsischen Dörfer 

sein eigenes Christkind. 

Der Niederlausitz bietet im ländlichen Raum mit den authentischen Veranstaltungen zu sorbischen/wendischen Erntebräuchen 

(Hahnrupfen und Superkokot, Hahnschlagen, Stollenreiten) sehr gute Möglichkeiten zum Erleben der sorbischen Kultur. Die 

Umsetzung von Projekten im ländlichen Raum im Rahmen der LEADER-Förderung erhöht nicht nur die optische Attraktivität der 

Orte, sondern ermöglicht auch die Etablierung von Angeboten, die für die Entwicklung des Tourismus im ländlichen Raum 

notwendig sind. 

 

2) Was sind die größten 

Herausforderungen bei 

der Umsetzung der 

Projekte im ländlichen 

Raum? 

Oft gibt es in den ländlichen Gebieten noch zu wenige Anbieter, im Hinblick eine gut funktionierende touristische Servicekette 

(Gastronomie, Übernachtung) und kulturtouristische Angebote. 

Die Altersstruktur im ländlichen Raum hat sich durch den Mangel an Arbeits- und Ausbildungsplätzen verändert, hauptsächlich 

junge Leute haben den ländlichen Raum verlassen. Dies bedeutet auch einen Mangel an Arbeitskräften im ländlichen Raum, 

insbesondere in Übernachtungsbetrieben und der Gastronomie. Durch die Umsetzung der ländlichen Entwicklungsstrategien (LES) 

http://www.sorben-tourismus.com/


im Rahmen der LEADER-Förderung in den Fördergebieten, z.B. Oberlausitzer Heide- und Teichlandschaft, Lausitzer Seenland, 

werden Möglichkeiten geschaffen, dass junge Familien in ländliche Gebiete zurückkommen, sich touristische Anbieter im 

Gaststätten- und Übernachtungsbereich wieder ansiedeln oder verbessern können. 

Gastronomiebetriebe mussten schließen oder können entsprechende Öffnungszeiten nicht gewährleisten. Ein regelmäßiges Angebot 

von Veranstaltungen, auch zu festgesetzten Terminen, die sich aus den Bräuchen und Traditionen der Sorben/Wenden ergeben, wäre 

wünschenswert. Dies setzt aber das entsprechende Engagement der Gastwirte und die Nachfrage durch die einheimische 

Bevölkerung und Gäste voraus. Es ist eine große Herausforderung, Gastwirte und auch Betreiber von Übernachtungsbetrieben für 

sorbische Themen als Bereicherung ihres Unternehmens zu gewinnen. Angebote mit sorbischen Inhalten, die von Akteuren, die 

ehrenamtlich in einem Verein oder privat nebenberuflich arbeiten. Es bedarf eines sehr hohen organisatorischen und zeitlichen 

Aufwandes, um Anbieter für das Thema Sorben zu sensibilisieren sowie Informationen und Wissen zu vermitteln. Gastgeber, die 

dies wollen, müssen befähigt werden dem Gast 

 

-Informationen zum Thema Sorben/Wenden, 

-weitere kulturtouristische Ziele zu diesem Thema und 

-die Sprache durch die Verwendung der sorbischen Begrüßung, Verabschiedung u.ä. 

vermitteln zu können. 

Unternehmen, Gemeinden, Tourismusverbände und touristische Gebietsgemeinschaften müssen bei der Vernetzung von Akteuren 

und ihren Angeboten und der Entwicklung von buchbaren Angeboten unterstützt werden. 

Herausforderungen für Projekte im ländlichen Raum ergeben sich, insbesondere im Hinblick auf die Gästezufriedenheit, in den 

Bereichen Qualität und Angebote, denn der Gast soll sich wohl fühlen und etwas Besonderes erleben können: 

- Qualität: Gewährleistung einer hohen Qualität von Angeboten und Service, Investitionen in höhere Qualität 

-Angebote: Schaffung neuer Angebote und vielfältiger Erlebnismöglichkeiten. 

 

3) Welche innovativen 

Maßnahmen haben Sie 

im letzten Jahr 

implementiert? Auf 

welcher Ebene 

(Produktmanagement, 

Prozessmanagement, 

Marketing, 

organisatorische 

Innovation)? 

Bitte wenden Sie sich dazu an: Tourismusverbände und touristische Gebietsgemeinschaften der Oberlausitz, Marketing-Gesellschaft 

Oberlausitz-Niederschlesien GmbH, Tourismus Marketing Gesellschaft Sachsen mbH (TMGS). 

4) Welche Rolle spielt die 

partnerschaftliche 

Der Verein und seine Mitglieder sind im sorbischen Siedlungsgebiet in der Lausitz in Brandenburg und Sachsen aktiv. Wir arbeiten 

mit dem Tourismusverband (TV) Spreewald e.V., TV Niederlausitz e.V., TV Lausitzer Seenland e.V., TV Oberlausitz-



Vernetzung mit anderen 

Regionen/Landkreisen 

und mit 

den Nachbarländern? 

Niederschlesien e.V., der TGG NEISSELAND e.V. und der TGG Heide- und Teiche im Bautzener Land zusammen.  
Der Verein beschäftigt, auch mit Unterstützung der Stiftung für das sorbische Volk, eine Projektmanagerin, die in den Gremien für 

Marketing und Kultur mitarbeitet. Somit kann der Verein Einfluss auf die Berücksichtigung der sorbischen Sprache und Kultur im 

Tourismus in der deutsch-sorbischen Lausitz nehmen. Der Landkreis Spree-Neiße hat einen Radweg Sorbische Impressionen (240 

km) mit dem sorbischen Lindenblatt ausgeschildert (ca. im Jahr 2006). In Zusammenarbeit u.a. mit dem Landkreis Spree-Neiße, der 

MGO und touristischen Leistungsanbietern hat der Sorbische Kulturtourismus e.V. im Jahr 2015 eine länderübergreifende Radtour 

von Schleife in die Niederlausitz entwickelt (siehe https://aktiv.urlaubsreich.de/de/tour/radfahren/radtour-sorbische-impressionen-

in-brandenburg-und-sachsen-mit-dem-fahrrad-e/13060764/) um den Radweg Sorbische Impressionen in der Niederlausitz mit dem 

Themenweg Sorbische Impressionen in der Oberlausitz zu verbinden. In Zusammenarbeit mit der MGO und den TVs der Oberlausitz 

konnte ein Radwanderrundweg Sorbische Impressionen, als ergänzendes Angebot zum Themenweg Sorbische Impressionen, 

entwickelt werden, der von der MGO unter www.radwandern-oberlausitz.de/sorbische-impressionen.html und im Tourenportal 

Outdooractive unter https://regio.outdooractive.com/oar-oberlausitz/de/tour/radfahren/sorbische-impressionen/16107770/ 

veröffentlicht. In Zusammenarbeit mit den Gemeinden haben der Landkreis Bautzen (u.a. in der Region um Bautzen) und der 

Landkreis Görlitz (u.a. im Kirchspiel Schleife) regionale Radtouren entwickelt.  

5) Welche Akteure 

müssen sich an der 

lokalen 

Entwicklungsstrategie 

beteiligen? 

 

Die Ländlichen Entwicklungsstrategien (LES) der LEADER-Fördergebiete, z.B. Lausitzer Seenland und Oberlausitzer Heide- und 

Teichlandschaft, zur Förderung der ländlichen Regionen der Oberlausitz sind von den lokalen Aktionsgruppen erstellt worden. In 

den lokalen Aktionsgruppen arbeiten Vertreter öffentlicher Einrichtungen (z.B. Gemeinden, Domowina e.V.), Privatpersonen bzw. 

Vertreter von Vereinen (z.B. Sorbischer Kulturtourismus, Krabat e.V.) und Unternehmen mit. Gemeinden, Privatpersonen, 

Unternehmen und Vereine können Projektanträge stellen u.a. für Projekte im touristischen Bereich. Die Leistungsanbieter vor Ort 

müssen also aktiv werden und sich mit Projektideen an das jeweilige Regionalmanagement wenden. 

Die im Rahmen des Projektes „Destinationsentwicklung“ der MGO vorgenommene Neustrukturierung im Tourismus weist als 

Landestourismusorganisationen die Tourismusverbände und die touristischen Gebietsgemeinschaften aus. Diese haben u.a. die 

Aufgabe, zusammen mit den Leistungsanbietern der Region touristische Angebote zu entwickeln. 

Gemeinden, z.B. Elsterheide, Lohsa, Schleife, Radibor, und Städte, z.B. Hoyerswerda, Boxberg, Bautzen, Wittichenau mit ihren 

Ortsteilen, müssen sich maßgeblich an der touristischen Entwicklung beteiligen. 

Der Sorbische Kulturtourismus e.V. unterstützt Leistungsanbieter, Gemeinden und Tourismusverbände bei der Weiterentwicklung 

des Tourismus, insbesondere zu sorbischen Themen. 

 

6) Welche Projekte 

stehen als nächstes in 

Ihrer Region in der 

Planung? 

Wir werden die Etablierung des Radwanderrundweges Sorbische Impressionen als zusätzliches Angebot zum Themenweg Sorbische 

Impressionen in der Oberlausitz unterstützen. Zu den geplanten Projekten im Bereich Radwandern in der Oberlausitz auch im 

Rahmen des Projektes Modellregion Kulturtourismus wenden Sie sich am besten direkt an die Marketing-Gesellschaft Oberlausitz 

Niederschlesien mbH. 

Die TGG Heide- und Teichlandschaft arbeitet aktuell, zur Umsetzung ihres LEADER-Projektes „Digitaler Reiseführer“, an der 

Erarbeitung von „Erlebnisrouten in der Oberlausitzer Heide- und Teichlandschaft“. Es werden Workshops mit den 

Leistungsanbietern durchgeführt zu den Themen: 



 

- Handwerk und Höfe 

- Orte und Plätze 

- Genuss und Geschmack  

- Natur- Radtouren zu besonders schönen Orten im Teichland 

- Fischerei und Teichwirtschaft  

- Sorben 

 

Für weitere Informationen, auch zu ersten Ergebnissen der Workshops, wenden Sie sich am besten an die TGG Heide- und 

Teichlandschaft e.V. mit Sitz in Königswartha, Ansprechpartnerin ist Frau Claudia Steglich. 
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Wirtschaftsförderung Amt Bautzen  

Fleischmarkt 1 

02625 Bautzen 

Tel.: 03591 5345 95 

Fax: 03591 5343 99 

E-Mail: michaela.franz@bautzen.de 

www.bautzen.de/wirtschaft 

 

Michaela Franz, Sachbearbeiterin Tourismus 

 

Vorstellung der Wirtschaftsförderung Amt Bautzen (Information aus der Website)  

Bautzen präsentiert sich mit einer überzeugenden Branchenvielfalt als ein wichtiger Standort des  

Maschinen-, Anlagen- und Werkzeugbaus, des Schienenfahrzeugbaus und der Kunststoffteilefertigung. Mit 2 Sprachen, 8 Museen, 

17 Türme, 20 Senfsorten, 80 Innenstadt-Kneipen, über 200 Saurier und eine über 1.000-jährige Geschichte bietet Bautzen als 

Startpunkt in dem Oberlausitzer Bergland und in das Biosphärenreservat Heide- und Teichlandschaft viele Möglichkeiten für einen 

erlebnisreichen Urlaub im Herzen der Oberlausitz. Die Wirtschaftsförderung Amt Bautzen ist Ansprechpartnerin für alle 

wirtschaftlichen und touristischen Angelegenheiten.  
1) Welche Vorteile 

besitzt der ländliche 

Raum für eure 

Gesellschaft? 

Wir brauchen ganz klar für unsere Gäste, damit die neben dem Angebot der Stadt auch ein sogenanntes aktives Angebot nutzen 

können, z. B. Radwege und Wanderziele; also das wir nicht nur auf Kultur setzen, sondern auch eine gute Alternative zur 

Stadtentwicklung bereitstellen können. Außerdem müssen wir den Aufenthalt verlängern, 2-3-4 Tage oder gerne 1-Woche Angebot; 

ein gut entwickeltes Angebot übrigens spielt hier ganz wichtige Rolle; Der Aktivbereich verfügt über großes Potential, wir haben 



 gute Radwege, die Radwanderwege, die liegen zwischen den Bergen, eine breite Palette von Landschaftsvielfalt (Bergland, 

Oberlausitzer Heide- und Teichlandschaft mit UNESCO-Biosphärenreservat, Spremberg, usw.); Bautzen konnte wirklich als 

Zentrum der Region mit allem Möglichkeiten, die drum herum sind, erwogen werden. 

 

2) Was sind die größten 

Herausforderungen bei 

der Umsetzung der 

Projekte im ländlichen 

Raum? 

 

Die Anbieter sind nicht so gut touristisch ausgebildet, es gibt viele kleine und mittlere private Unternehmen, viele Quereinsteiger; 

die Entwicklung insgesamt steckt noch in der Kinderschule. Die Infrastruktur ist noch schwach entwickelt. Um das irgendwie zu 

verbessern, haben wir eine Kooperation zwischen der Heide und Teiche Landschaft, 8 kleine Dörfer und Stadt Bautzen initiiert 

(alleine haben sie keinen richtigen Zugang zum touristischen Markt, weil jedes Dorf ist einfach zu klein um allein sich zu 

präsentieren). Das Ziel ist gemeinsam die Projekte zu entwickeln, z. B. den Radweg „Sorbische Impressionen“. Der Schwerpunkt 

liegt in erster Linie auf dem Naturtourismus (Aktivurlaub, Fischwochen, Teichleerfischen, usw.) 

Ich muss aber sagen, dass Bautzen einen ganz partikularen Fall ist (die Situation da ist ein bisschen besser), weil es befindet sich im 

Zentrum und deswegen steht in eine besondere Aufmerksamkeit. Daher gibt es auch mehrere Geldgeber und Sponsoren für die 

Entwicklung den besonderen Programmen und Projekte. 

Trotzdem, in großem Umfang bleibt der Region hinter den anderen ländlichen Regionen Deutschlands; Gastronomie Angebote und 

Möglichkeiten zum Übernachten mangeln noch; es gibt kleines Budget um die junge Leute einzubeziehen oder zu interessieren.  

Man braucht das Konzept wie muss da alles aussehen, wo ist Angebot und Nachfrage, also eine professionelle Beratung.  

 

3) Welche innovativen 

Maßnahmen haben Sie 

im letzten Jahr 

implementiert? Auf 

welcher Ebene 

(Produktmanagement, 

Prozessmanagement, 

Marketing, 

organisatorische 

Innovation)?  

Ich muss sagen, wir haben ein stetiges immer gleichbleibendes Angebot, keine Innovationen. Außerdem, 50% von dem Budget 

wurde gestrichen; jede macht ein bisschen Marketing von jeder Abteilung; jede möchte seine eigene Kirchturmspitze in Bautzen 

zeigen (anstatt alles unter einem Dach wie z.B. in Saarland zu machen oder zu vereinigen). Jede macht für sich selbst und nicht für 

die Gemeinschaft. Es gibt keine professionellen Marketing-Experten. Unsere Formulierungen für eine Marketing-Strategie sind 

passiv gehalten (wir möchten analysiert werden), hier muss aber eine aktive Förderung rein, was und wann genau muss etwas 

gemacht werden. Es müssen konkrete Ziele mit den konkreten Mitteln ausgeschrieben werden. Es wurde einen Bewerbungsprozess 

für eine Marketing-Strategie (Konzept). Es gibt konkrete Tourismus Vorstellungen, aber die sind nicht in der Formulierung 

eingeflossen. 

Wie gesagt, im Prinzip gibt es keine Innovationen, aber eine kleine Bemühung gibt es doch: es wurde eine Arbeitskraft für 20 Std. 

die Woche angestellt, deren inhaltliche Aufgaben es ist, Konzepte zu entwickeln für touristische Anziehungspunkte für unseren 

ländlichen Raum.  

 

4) Welche Rolle spielt die 

partnerschaftliche 

Vernetzung mit anderen 

Regionen/Landkreisen 

und mit 

den Nachbarländern?  

Als Erstes haben wir das Oberlausitzer Sechsstädtebund, das als innere Vernetzung funktioniert. Dann in Sachsen haben wir wieder 

die Kooperation zwischen 13 Städte, die finde ich sehr wichtig, weil es international ist. Da gibt es fremdsprachige Städtebroschuren 

und Website, so eine „Sprache“ entwickelt würde, was wir selbst nicht leisten können. Zweitens, gibt es die Kooperation mit 

Jablonez nad Nisou, es ist eine Stadt in Tschechien. Wir machen so eine Messe-Austausch aber außerdem (die Projekte) ist nicht 

geschehen. Da sitzen 2-3 Leute im Stadtmarketing, die nur alleine sich um Tourismus kümmern, also gibt wenige Möglichkeiten 

um ein großes starkes Team auszubilden. 



Ich würde sagen, die sogenannte Vernetzung kann hilfreich sein, wenn das Projekt Aussicht auf Erfolg verspricht. Aber passiert 

auch so, dass manche Projekte nur gemacht werden, weil es die Fördermittel gibt, dann laufen sie 1-2 Jahre und dann es ist 

wiedereingestellt ist, das finde ich nicht nachhaltig. Wenn die langfristige Kooperation ist möglich, bin ich nur dabei. 

 

5) Welche Akteure 

müssen sich an der 

lokalen 

Entwicklungsstrategie 

beteiligen? 

Optional  

6) Welche Projekte 

stehen als nächstes in 

Ihrer Region in der 

Planung? 

Ich würde mir wünschen mehr Fokus am Marketing zu legen. Dann natürlich mehr Arbeitskräfte mit dem spezifischen Know-How, 

wir sind ja finanziell und professionell limitiert. Ich würde mir auch wünschen, dass unsere Gesellschaft so ausgestattet ist, genauso 

wie andere sächsische Regionen (Sächsische Schweiz, usw.) mit einem starken Regionalmarketing (ein gutes Marketing-Mix aus 

Onlinemarketing, PR und alles was dazugehört). 
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Tourismus Zentrale Saarland GmbH  

Franz-Josef-Röder-Str. 17 

66119 Saarbrücken 

Tel.: 0681 927 2024 

Fax: 0681 927 2040 

E-Mail: deutsch@tz-s.de 

www.urlaub.saarland 

 

Sabrina Deutsch, Projektassistenz Natur und Genuss 

 

 

 

Vorstellung der Tourismus Zentrale Saarland GmbH (Information aus der Website)  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Questions 

 

 

 

Die Tourismus Zentrale Saarland GmbH ist Ansprechpartner 

für alle touristischen Belange und Berater für politische und 

kommunale Institutionen und Verbände.  
 
Gleichzeitig ist sie Schnittstelle zu Reiseveranstaltern und 

forciert die Präsenz des Saarlandes in den großen 

Veranstalterkatalogen.  
 

Auf Bundesebene sind die Deutsche Zentrale für Tourismus 

(DZT) und der Deutsche Tourismusverband (DTV) wichtige 

Partner. Hier ist die TZS sowohl im Vorstand als auch in den 

Fachausschüssen vertreten. 

1) Welche Vorteile 

besitzt der ländliche 

Raum für eure 

Gesellschaft? 

 

Die ländlichen Regionen verfügen über ein guten naturräumliches Potential für eine touristische Entwicklung. Gerade den Trends 

nach Entschleunigung, Natur und Tradition kann hier entsprochen werden. Darüber hinaus erfährt der Tourismus im ländlichen 

Raum eine besondere Wertschätzung bei Vertretern aus Wirtschaft und Politik, da er als Ansatzpunkt für Regionalentwicklung 

angesehen wird. Darüber profitieren strukturschwache und daher finanzschwache Räume von zahlreichen Förderprogrammen für 

den ländlichen Raum auf landes- und EU-Ebene, durch welche auch touristische Projekte initiiert und finanziert werden können. 

2) Was sind die größten 

Herausforderungen bei 

der Umsetzung der 

Projekte im ländlichen 

Raum? 

 

Zu den größten Herausforderungen im Saarland in Bezug auf die Umsetzung touristischer Projekte gehört sicherlich der 

demographische Wandel und die Abwanderung junger Fachkräfte. Die verringerten Steuereinnahmen haben enorme 

Auswirkungen auf die Finanzierung öffentlicher Aufgaben. Diese Problematik spiegelt sich natürlich auch in den Bereichen des 

Tourismus wieder. Die Tourismuswirtschaft im Saarland ist in hohem Maße von kleinen und mittleren Unternehmen geprägt. 

Diese kleinteilige Betriebsstruktur erschwert die Wettbewerbsfähigkeit der Branche. Es besteht deutlicher Nachholbedarf in 

Bezug auf die Finanzierung, Führungskräfte- und Unternehmerkompetenz sowie das Marketing und den Vertrieb. Außerdem findet 

eine Vernetzung der Betriebe nur in Ansätzen statt. 

 

3) Welche innovativen 

Maßnahmen haben Sie 

im letzten Jahr 

implementiert? Auf 

Ein bedeutender Schritt in Bezug auf Fort- und Weiterbildung sowie Qualitätsverbesserung der touristischen Leistungsträger stellt 

der Online-Lotsen-Check dar. Der Online-Lotsen-Check steht Hoteliers und Gastronomen im Saarland kostenlos zur Verfügung. 

Mit interaktiven Checklisten zu touristisch relevanten Themengebieten vermittelt er Ideen zur Umsetzung qualitätsverbessernder 

Maßnahmen.  



welcher Ebene 

(Produktmanagement, 

Prozessmanagement, 

Marketing, 

organisatorische 

Innovation)? 

Die Saarland-Touren-App erhält zwei neue Module: Das neue Modul „Quiztouren“ ist für alle Nutzer interessant, die gerne 

Wandern und Rätselraten verbinden. Die interaktiven Touren führen über mehrere Stationen, die mit unterschiedlichen Fragen 

verknüpft sind. Der Clou ist, dass eine Frage immer erst dann auftaucht, wenn man mit seinem Smartphone an der entsprechenden 

Station angelangt ist. Das Rätsel will also erwandert werden. Neben der bereits bekannten Funktion „Mängeldetektiv“, die es den 

Nutzern ermöglicht, unkompliziert von unterwegs Wegeschäden, fehlende Schilder, etc. zu melden, gibt es jetzt eine Notruf-

Funktion, die im Notfall während eines Anrufes direkt die Standortangaben übermittelt. So können Rettungskräfte den Anrufer 

schnell und genau lokalisieren. 

In Zusammenarbeit mit dem Bundesverband Deutscher Filmautoren (BDFA), Landesverband Saarland und dem Saarland-

Marketing, veranstaltete die Tourismus Zentrale Saarland einen Kurzfilm-Wettbewerb „Zeig der Welt das Schönste im Saarland!“ 

Teilnehmen konnte jeder Filmautor, Videokünstler und Smartphone-Reporter. Der Siegerfilm wurde prämiert und erhielt Startrecht 

beim Landesfilmfestival Saarland 2016.  

Zur Qualitätssicherung der Wanderwege wurde die Initiative „Wander Cent“ implementiert: Der Wander Cent ermöglicht es dem 

Wanderer, für einen Wanderweg einen freiwilligen Beitrag von 2 Euro abzugeben. So trägt jede SMS dazu bei, die Qualität der 

Wanderwege zu erhalten. 

Die bedeutendste Innovation im Bereich des Marketings ist sicherlich die neue Homepage: Mit großflächigen Bildmotiven und 

einer übersichtlichen Struktur ist die neue Website seit Anfang Januar 2016 unter der neuen Adresse www.urlaub.saarland online. 

Die inhaltlich und grafisch überarbeitete Seite wurde an die aktuellen Bedürfnisse der Website-Besucher angepasst und vollständig 

überarbeitet. Zentral sind eine emotionale und inspirierende Ansprache und die Weiterleitung in eine klare Struktur, so dass auch 

weiterführende Informationen zum Reiseland Saarland schnell und effizient gefunden werden können. Neben den Reisethemen 

Wandern, Radfahren, Genuss, Kultur, Familien und Gruppen bietet die neue Website auch einen schnellen Zugriff auf Informationen 

wie beispielsweise Veranstaltungen, Übernachtungsangebote und Restauranttipps. Zusätzlich sind auf der neuen Website alle Social-

Media-Kanäle des Reiselandes Saarland integriert: Facebook, Instagram, reiseblog.saarland, YouTube, Google+.  

Seit September 2016 informiert das vom Netzwerk Hören erstellte Internetportal www.hoeren.saarland hörgeschädigte Menschen 

und ihre Angehörigen über das medizinische und touristische Angebot im Saarland. Das Portal dient allen Menschen mit 

Hörschädigung dazu, umfangreiche Informationen über die medizinische Versorgung mit Cochlea Implantat (CI) zu erhalten und 

bei Hörproblemen kompetente Kliniken und Dienstleister im Saarland zu finden. Darüber hinaus zeigt es die vielen 

Freizeitmöglichkeiten im Saarland auf und berücksichtigt vorrangig Angebote, die sich für Hörgeschädigte besonders gut eignen. 

Darüber hinaus werden in den Projektkreisen zu den Schwerpunktthemen sowie im Rahmen der Vermarktungsinitiative “Genuss 

Region Saarland” neue Produkte entwickelt, Stakeholder informiert und beraten, Schulungen und Workshop organisiert sowie 

Qualitäts- und Umweltlabes gefördert. Die Projektkreise tragen zu einer stärkeren Vernetzung der touristischen Leistungsträger, 

aber auch von Gastronomen und regionalen Produzenten bei. 

4) Welche Rolle spielt die 

partnerschaftliche 

Vernetzung mit anderen 

Regionen/Landkreisen 

Die Vernetzungen mit anderen Regionen, insbesondere den Landkreisen im Saarland spielt eine wichtige Rolle bei der Arbeit der 

Tourismus Zentrale Saarland. In der Tourismuskonzeption sind die Aufgabenbereiche klar definiert und man ergänzt sich 

gegenseitig. In den bereits erwähnten Projektkreisen sind Vertreter aller Landkreise vertreten, wodurch ein regelmäßiger Austausch 

und eine gute Zusammenarbeit gewährleistet wird. Die Projektkreisarbeit wird durch themenspezifische Workshops sowie den 



und mit 

den Nachbarländern? 

Regionalausschuss ergänzt. Die Zusammenarbeit auf überregionaler bzw. Länderübergreifender Ebene erfolgt im Rahmen des 

Interreg-Programms Großregion. 

 

5) Welche Akteure 

müssen sich an der 

lokalen 

Entwicklungsstrategie 

beteiligen? 

Die Erarbeitung lokaler Entwicklungsstrategien obliegt den lokalen Aktionsgruppen der einzelnen LEADER-Regionen im Saarland, 

die im die über einen Bottom-up-Prozess die Strategie erarbeiten. Das bedeutet, dass ein repräsentativer Querschnitt der lokalen 

Gemeinschaft an der Entwicklung der Strategie aktiv beteiligt sein muss. Die Tourismus Zentrale Saarland steht diesen beratend 

und unterstützend zur Seite. Falls sich die Frage auf die Erarbeitung der Tourismusstrategie bezieht, so wurden mehr als 300 

Touristiker, Entscheider und Gewerbetreibende zu Landkreis-Themenkonferenzen eingeladen um gemeinsam die 

Tourismuskonzeption 2025 zu entwickeln. 

 

6) Welche Projekte 

stehen als nächstes in 

Ihrer Region in der 

Planung? 

In der Tourismusstrategie wurden die wichtigsten Handlungsfelder für das Saarland Tourismus definiert. Zu den übergeordneten 

Handlungsfeldern gehört die Stärkung des Tourismusbewusstseins (2 Themenfahrten für die Bevölkerung im Jahr 2017 geplant), 

die Gründung eines KMU-Netzwerkes, ein professionelles Ansiedlungsmanagement unter Federführung der SHS Saar, ein 

Programm zur Aufwertung der Ortsbilder sowie eine einheitliche Marken- und Kommunikationsstrategie (Saarland-Charme). 

Ergänzend dazu werden themenspezifische Handlungsfelder bearbeitet: Inwertsetzung kultureller Standorte, Ausbau der 

naturtouristischen Infrastruktur, Qualitätssicherung und -Ausbau im Aktivtourismus, Professionalisierung MICE sowie 

Ausschöpfung der Potenziale im Medizintourismus. Weitere Details finden Sie in unsere Konzeption, die unter 

http://www.saarland.de/dokumente/thema_tourismus/Druckversion_TK_Saarland_2025_November_2015_121115.pdf abrufbar 

ist. 

 

7) (zusätzliche Frage) 

In Ihrer Meinung wie 

kann man genau Kultur 

und Tourismus 

zusammenbringen? 

Tourismus eignet sich sehr gut dazu Bauwerke, aber auch immaterielle Kulturgüter (Brauchtum, Kulinarik) inwertzusetzen, zu 

finanzieren und damit zu erhalten. Ein Beispiel aus unserer Region ist die Völklinger Hütte, das weltweit einzige Eisenwerk aus der 

Blütezeit der Industrialisierung das vollständig erhalten ist. 1994 wird die Völklinger Hütte als erste Industrieanlage aus der Blütezeit 

der Hochindustrialisierung von der UNESCO zum Weltkulturerbe erklärt. Anschließend begann die touristische Inwertsetzung des 

Kulturerbes: Ein 7km langer Rundweg führt die Besucher auf eine Zeitreise von den Anfängen der Völklinger Hütte bis in die 

Gegenwart. Auch die Anlage des “Paradies“ zählt zu den Neuerungen im Rahmen der touristischen Inwertsetzung: Ein einzigartiger 

Dialog von Industriekultur, Natur und Kunst. Wo einst Feuer und Staub regierten, wachsen nun außergewöhnliche Pflanzen. Nach 

den Plänen von Catherina Gräfin Bernadotte von der Insel Mainau entstand ein Landschaftsgarten von 33.000 m² Fläche mit zwölf 

inszenierten Gartenräumen und den Installationen der „UrbanArt Biennale®“. Zu den weiteren Highlights gehören das Science 

Center Ferrodrom® mit 100 spannende Experimentier- und Mitmach-Stationen und das UNESCO Besucher Zentrum. Darüber 

hinaus finden hier hochkarätige Ausstellungen, Konzerte und Veranstaltungen statt. Weitere Beispiele finden Sie in unserer Kultur-

Broschüre, abrufbar unter https://issuu.com/saarland_tourismus/docs/kultur_2017. 

 

 

https://issuu.com/saarland_tourismus/docs/kultur_2017
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Niederschlesische Touristische Organisation/ 

Dolnośląska Organizacja Turystyczna  

ul. Świdnicka 44 

Wrocław 

Tel.: +48 71793 9722 

E-Mail: rajmund.papiernik@dot.org.pl 

dot.org.pl/ 

 

Rajmund Papiernik, Geschäftsführer   

 

Vorstellung der Niederschlesische Touristische Organisation (Information aus der Website) 

Die Niederschlesische Touristische Organisation ist eine Vereinigung und alle ihre Aktivitäten beruhen auf dem Gesetz über 

Verbände vom 7. April 1989 und dem Gesetz über die polnische Tourismusorganisation vom 25. Juni 1999. Die Vereinigung unter 

dem Namen "Niederschlesische Touristische Organisation" (DOT) wurde erstellt von Kommunalverwaltung im Januar 2000. Die 

Vereinigung wurde aufgrund von Transformationen im Bereich des Tourismusmanagements nach den in den Ländern der 

Europäischen Union angewandten Regeln geschaffen. Die Niederschlesische Touristische Organisation ist die erste regionale 

Organisation, die sich mit der Förderung von Niederschlesien beschäftigt und das Wachstum des Tourismus in der oben genannten 

Region unterstützt. Die Niederschlesische Touristische Organisation enthält die verschiedenen Mitglieder, die sich freiwillig 

zusammengeschlossen haben, um ein Netz von Vermögenswerten zu schaffen, die sich auch gegenseitig unterstützen und zu einer 

ständigen Expansion des Tourismus beitragen. 

1) Welche Vorteile 

besitzt der ländliche 

Raum für eure 

Gesellschaft?  

 

Die ländlichen Traditionen spielen ganz wichtige Rolle. Niederschlesien ist ganz besonders Land, nach dem Welten Krieg II die 

ganze Bevölkerung wurde getauscht, alle Deutsche sind rausgefahren und da sind die Leute aus Polen, aus der Ukraine und auch 

aus die Länder, die sind keine polnischen Gegenden angekommen. Deswegen wir haben unsere Tradition hier mitgebracht, aber 

haben auch die Traditionen von diesem Land auch genommen, z.B. Keramik aus Breslau, das ist eine deutsche Tradition und heute 

machen wir das einfach weiter, sozusagen die neuen Bewohner entdecken die alte Traditionen. Aber unsere eigenen Brauchtümer 

hüten wir auch mit großer Liebe und Wertschätzung, z. B. traditionelles Essen. Und man sieht das am besten während der 

Weihnachtszeit, auf dem Tisch, alles von Opa und Oma. 

 

2) Was sind die größten 

Herausforderungen bei 

der Umsetzung der 

Geld und Leute. Oder vielleicht Leute und Geld. Die Leute wissen manchmal nicht ob sie das brauchen. Es ist sehr oft ganz schwer 

einfach zu erklären wie wichtig die Kultur und die Zusammenarbeit sind; die Leute sind einfach nicht bewusst, deswegen keine Lust 

etwas zu verändern oder sogar zu zeigen. Unsere Organisation aber macht drei wichtige Sachen: 1) Kommunikation 2) Promotion 

mailto:rajmund.papiernik@dot.org.pl
http://dot.org.pl/


Projekte im ländlichen 

Raum? 

 

3) Zusammenarbeit mit der touristischen Branche. Z.B. wir helfen gerne bei der Implementierung der touristischen Ideen wie z. B. 

eine kulinarische Route (Essen und Trinken). 

3) Welche innovativen 

Maßnahmen haben Sie 

im letzten Jahr 

implementiert? Auf 

welcher Ebene 

(Produktmanagement, 

Prozessmanagement, 

Marketing, 

organisatorische 

Innovation)?  

Normalerweise haben wir in Niederschlesien viele Paläste und Schlösser aber das muss man verkaufen können. Deswegen arbeiten 

wir kontinuierlich an der Entwicklung und Umsetzung innovativer Angebote durch Zusammenarbeit und Promotion. Wir 

organisieren z.B. Konzerte, historische Events, Weihnachtsmärkte, usw. Alle unsere Burgen und Schlösser sind für die Touristen 

eingerichtet, d.h. vor Ort steht es einen Reiseleiter zur Verfügung und es gibt viele Übernachtungsmöglichkeiten. Die Information 

wird auf Deutsch und auf Polnisch gegeben. Ab diesem Jahr bieten wir auch die speziellen Pakete: die historischen Events von der 

polnischen Geschichte, die sind nur in diesem Gebiet stattgefunden und die sind jetzt für die derzeitigen Touristen geeignet. 

4) Welche Rolle spielt die 

partnerschaftliche 

Vernetzung mit anderen 

Regionen/Landkreisen 

und mit 

den Nachbarländern?  

Im Prinzip, spielt eine partnerschaftliche Vernetzung eine ganz wichtige Rolle. Momentan, haben wir zwei internationale Projekte, 

also ein ist zwischen Polen und Tschechien und anderes ist zwischen Polen und Deutschland. In den beiden Projekte bauen wir ein 

sogenanntes Netz, wie können z.B. die Leute aus Berlin nach Bautzen gebracht werden, wie können die Leute alle unsere Schlösser 

einfacher erreichen. Dieses Netz (Reiseplan) muss als App in 2019 präsentiert werden (ein anderes Beispiel der Innovation als die 

Produktentwicklung). Die Website-Version soll schon ab 2018 funktioniert werden. Hier ist uns wichtig alle möglichen Wege 

vorzuzeigen, z.B. auch die Optionen für die jungen Leute, die kein Auto haben.  

Dann wir kooperieren jetzt auch mit Tschechen (3 Regionen in Polen und 6 Regionen in Tschechen). Das Ziel ist die 

Naturschutzgebiete zusammen mit Kultur zu bringen und dazu die gemeinsamen touristischen Produkte zu entwickeln und zu 

vermarkten, z. B. Fahrräder Routen, die laufen zwischen beide Polen und Tschechien. Die beide Projekte werden im Rahmen des 

INTERREG Polen – Sachsen Kooperation Programmes unterstützt und finanziert. 

5) Welche Akteure 

müssen sich an der 

lokalen 

Entwicklungsstrategie 

beteiligen? 

Optional 

6) Welche Projekte 

stehen als nächstes in 

Ihrer Region in der 

Planung? 

Siehe Frage 4. Außerdem, wird heute die kulinarische Route immer mehr betont. Am 15 März werden wir eine Konferenz abhalten. 

Die Teilnehmer sind NTO, die Restaurants und Hersteller der lokalen Produkte, die Köche und unterschiedliche Produzenten von 

Fleisch, Käse, Saft, Marmelade, usw. Insgesamt gibt es mehr als 30-40 Partner.   

 

7) (zusätzliche Frage) Wir haben zwei Möglichkeiten um die Kultur in die kleinen Städte aufzubringen. Bei uns es ist so, wir haben zum Beispiel einen 

kleinen Palast und das Schloss. Und lass uns sagen eine Person, die weiß, dass es wichtig für die selber und für Ihre Business ist, 



In Ihrer Meinung wie 

kann man genau Kultur 

und Tourismus 

zusammenbringen? 

weil er braucht die Leute, die haben Geld und brauchen Kultur. Zum Beispiel, Palast Romnitz oder Palast Stanisten neben 

Hirshenberg. Da gibt es eine deutsche Frau Elisabeth von Kistoff, die weiß genau wie Kultur wichtig für Ihre Gäste ist; sie machen 

da Konzerte, die Basare, die speziellen Märkte mit lokalen Produkten, usw. Die zweite wichtige Richtung ist die Kirche, die machen 

viele Konzerte, Barock-Konzerte, kleine Konzerte, aber auch große Konzerte. Und die dritte Richtung ist Selbstregierung, 

sogenannte lokale Initiativen und das ist auch sehr wichtig, z. B. einige Entrepreneure, die bringen die Ideen aus die große Städte 

oder andere Länder aber dann muss man dafür viel bezahlen, für die Reise, Hotel, Artisten, usw. Kultur kostet. 

  

 

 

  

 Source: (on the left) Michaela Franz and Elena Bubeeva; (on the right) Rajmund Papiernik and Elena Bubeeva.  
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